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Veloursheen 


HEAVY WEIGHT DRAPING WEIGHT 


A New and Exciting Display Medium 


Rich lustrous material, soft, pliable and strong, with a high 


velour pile surface. A new display medium, a new discovery. 






Try Veloursheen in your Xmas display program. You will like 
the rich, full folds achieved by draping, and its stretch in 


tacking over surfaces. 





lt makes ideal case lining for 
jewelry, cosmetic and gift mer- 
chandise, and can be used for 


Wall Banners, Plaques and cov- 


ix, Baer & Fu 
ties of wind 
ost for Genui 


ering for displayers, or covering 
for wood frames. Heavy weight 
Velour Board is ideal for rib- 
bons, scrolls, panels and signs, 
and can be converted into 


many three dimensional effects. 


(Actual photograph of Veloursheen Draping Weight) 


Velowrshreen \S AVAILABLE IN BEAUTIFUL XMAS COLORS 


Roll Size 40'' Wide x 25' Long 





HEAVY WEIGHT Htibbons of 10 pt. | pRAPING WEIGHT 
VB 710 Xmas Red Veloursheen VD 700 Xmas Red ey T ies 








VB 711 National Blue Made Exclusively by VD 701 National Blue uctural Bend 

VB 712 Emerald Green RAINBOW RIBBONS & FABRICS, Inc. VD 702 Emerald Green 

VB 713 Champagne I" x 75) $.80 6" x 25' $ 1.90 VD 703 Champagne 

VB 714 White 114" x 75' 1.25 6" x 75' 5.25 VD 704 White 
2" x 75' 1.75 12" x 25' 3.75 

Price Per Roll 4" x 25' 2. 125 12" x 75° 10.75 Price Per Roll 
$ 4" x 75' 3.25 Other widths to order $ 
7.95 RAINBOW RIBBONS & FABRICS, Inc. 5.95 

19 W. 38th St. New York, N. Y. 





WRITE FOR VELOURSHEEN COLOR CHART and 
your copy DISPLAY FOLIO, CHRISTMAS 1941 


BULKLEY, DUNTON & COMPANY 


Display Papers Division 
295 MADISON AVENUE 2635 WABASH AVENUE Mctric Power | 
NEW YORK, N. Y. CHICAGO, ILLINOIS ‘¢ treatment 
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GENUINE STR yet SENDS ORIGINAL 


TEMPER E DD Sea SG ONT 


SNOW! In 8ft.and 12 ft. LENGTHS 


EWEST AND MOST EFFECTIVE WINDOW 
ALANCES POSSIBLE AT THE LOWEST COST! 


Any height... any shape .. . any size area can economically be 
treated with Genuine Structural Bends . . . Now in 8 foot and 12 foot 
lengths! 18 basic shapes carried in stock. Genuine Structural Bends 
enable you to do smooth modern construction of most any type at 
lowest cost. With the new 12 foot lengths, additional height, if re- 
quired, can be obtained with a minimum of construction. Genuine 
Structural Bends are practical . . . flexible ... easy to cut... construct 


. finish and install. 


REMODEL YOUR 


ELEVATOR FRONT 
At Lowest Possible Cost! 





ix, Baer & Fuller, St. Louis, obtained this beautiful frame effect for a complete 
eries of windows (one shown here) with the use of Design J-48. The total 
ost for Genuine Structural Bends for each unit was only $24.75 unfinished. 
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ynly one design, I-48, was used to obtain this effective fashion background 
oT. §. Martin Company, Sioux City, lowa. Total cost of the six Genuine 
Hructural Bends only $24.90 unfinished. 


BEFORE and AFTER view of elevators modernized with Genuine Structural Bends 
for the Bry-Block Company, Memphis, Tennessee. Total cost of Genuine Structural 
Bends, approximately $67.75 . . . Genuine Structural Bends are designed to meet 
the requirements of modern construction for store interior backgrounds, equipment 
and display .. . for new construction . . . for remedeling. Time tested . . . durable 

. modern. . . extremely practical . . . affording almost unlimited opportunities 
for creating outstanding effects . . . at new low cost. 


Just off the press , Big, colorful 20- 

page Genuine Structural Bend catalog 

shows all Bends suggested treatments 
many actual installations ‘ and 


construction details 


Also 8-page illustrated Modern Decorative 
Plaque brochure shows more than 2 dozen 
beautiful WLS carved plaques > sug 
gested uses 


Htrie Power Board of Chattanooga installed this modern top and side val- r - “ We R if :2 To DAY 4 


t treatment using only 2 J-24 and 2 S-48 bends. Total cost of Genuine 
“tural Bends only $16.90 unfinished. 
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Eastern Office: V. W. Sebastian, Room 1101, Flatiron Building, 175 Fifth Ave., New York City. Tel. ALgonquin 4-0211. 
OUR NEXT ISSUE 


Published monthly at $3.00 a year for the United States and Canada; foreign, $4.00 a year. Canadian and foreign orders payable in U. S. funds, 
by international money order or New York bank draft. Single copies, 30 cents. For sale on news stands supplied by the American News Company 
and its branches. Entered as second-class matter September 29, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 
The annual Christmas number of DISPLAY 
WORLD will be in the mail on October 15— 
the greatest and best Christmas issue we have 


ever produced. There will be ideas galore 
for all forms of display—spectacular exterior 
trims, window displays, interior settings. Cou- 
pled with the regular features of the maga- 
zine,these Christmas articles, sketches and 
photographs will make the October issue 


“tops."' Watch for it. 


I94I 


"The trouble is, a great many stores do not realize 
the potential value of display. Perhaps that is because 
they get it for practically nothing. Newspaper space, 
programs, direct mail, all cost money, and whenever 
there is an urge to increase the sales, management 
thoughts turn to these media. Sometimes a major ex- 
penditure can be avoided by giving a little money and 
a lot of thought to the display department, not only 
windows but throughout the store. It can make both 
the customers and the employees ‘running-number’ con- 
scious.""—F. R. Johnson, vice-president, Saks-Fifth Ave- 
nue, New York City. 


The cover illustration this month is by J. E. 
Vent, Rike-Kumler Company, Dayton, Ohio. 
The outdoor autumn theme is cleverly carried 
out with tree trunks, fallen leaves, a sidewalk, 
and even a "billboard.'' The latter bears the 
message, "Miami Valley's favorite fall event 
. . « Rike’s Fall Festival Sale.'' The newsboy 
carries a bundle of papers, each repeating 
the billboard copy. ... Twelve more of Vent's 
displays are shown elsewhere in this issue. 





nN 
Beak hese are the smart young things 
styled by Tom Lee of Bonwit Teller for the College Shop set up in the offices of Vogue Magazine. 
They’re Juniors in the new line of Mary Brosnan Studio Mannequins that have caused the greatest 


N 
( 


stir in years in fashion and display circles. There are other types too— pert and sassy prep school 


girls, career girls, or finishing school types. All as beautifully sculptured as their grown-up, glamorous 


sisters. Custom-styled too, to suit the personality of your store and town. May we send you pictures, 


oan full details? CF. S. Custom-styling costs no more, remember!) 


JAS. B. WILLIAMS, INC. 


49:68. SEVEN T HA ANCE RUE. NEW UY. OCR KN 
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in the workshops of Vazah, Inc.,... just two blocks from a 
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OISPLAY Wore 


Selling Ihe Display Story 


The 


Display 


recent International Association of 
Men convention seemed to prove 
one fact above all else—that all up-and- 
coming displaymen are visioning 
sources of profit and a new high for sales 
in promoting merchandise more strongly 
at the point where it is sold. Wise display 
directors are sold on the value of virile 
point-of-sale promotions and, while it is a 
step forward in the field, the biggest task 
still lies ahead. That is the task of selling 
the merchandise and sales managers on the 
idea. It is a trend toward something they'll 
both have to acknowledge sooner or later, 
anyway, so both merchandise and promo- 
tional staffs could spare themselves a load 
of grief if they’d get together now and work 
out some sort of practical method of incor- 
porating a gradually expanding point-of- 
sale program into their routine. There can 
be found no better spot to sway the cus- 
tomer psychologically than at the spot where 
the money will from her hands into 
the hands of the salesperson. 


new 


pass 


It's an innovation that requires planning. 
It’s a job that requires whole-hearted per- 
sistence. many executives faith 
the first time something goes haywire; they 
junk the whole scheme as being too un- 
worthy of their time and effort. In 
cases, of course, it is utterly impossible for 
a display director to convince them that 
more concentrated interior promotions at the 
point-of-sale is definitely to their advan- 
tage; but I think that, generally, there can 
be found far-sighted superiors who will give 
the all-out signal for this vital portion of 
every well-rounded display program of the 
future. I would not advise any display 
staff to attempt such a phase of work, how- 
ever, unless there is a 50-50 chance of 
making a success of it, for any display pro- 
gram is a headache unless it is well 
ceived beforehand and just as well executed 
after its inception. 

And then there is. still 
to surmount also in convincing buyers and 
department managers that to revitalize 
the dormant corners of their departments 
means money in the pockets of everyone. 
In short, beautiful windows—however per- 
fectly planned and laid out—mean very little 
unless the customers can discover something 
inside the store to back up that surface 
beauty. Those who attended this year’s 
display convention were reminded that as 
much as one-fourth of all store 
misused through half-hearted handling of 
merchandise. Any retailer will readily 
agree that that is much too great a fraction 
to sacrifice to the laxity and disinterest of 
department heads and sectional managers. 
It should be a distinct function of the dis- 
play staff to shake the dust out of those lazy 
departments and to put them to work selling 
tor the store. 


Too lose 


some 


con- 


another obstacle 


space is 


sorts of 
supporting 


Of course, one can unearth all 
testimonials from executives 


By B. L. BENNETT 


Wm. D. Hardy Company, Muskegon, Mich. 


point-of-sale programs but even now—aiter 
proot of their worth has been made evident 
—many are afraid to do anything about it. 
“It’s all well and good for a larger store 
in a larger town,” 


RQNE Oi a 


they'll say, “but it’s not 

But the fact remains that the entire busi- 
ness and industrial set-up is founded upon 
risk, upon the truth that someone, some- 
where, was willing to take a chance. The 
repeated proof of the importance of impulse 
buying should make it obvious enough that 
the interior of the store is the principal 
source of profit. I would be one of the 
last to belittle the importance of neat, rig- 
idly-maintained windows; but I do not be- 
lieve at all that our customers are going 
to know one way or the other if our design 
is slightly off balance or we use a yellow 
filter where a blue one should be used and 
so on. It seems to me that, when the devo- 
tion to the appearance of the exterior of 
the store becomes an obsession, a display- 
man had better pause and take inventory of 
his faculties proportion. 
There are mediums of balance and propor- 
tion in selling and in sales planning as well 
as in commercial design and display. 


and his sense of 


I work in a store where there is no end of 
possibilities in the coordination of interior 
and exterior display; but we have yet to 
evolve some workable plan of repeated sales 
promotions. We are not disheartened. There 
is a way and we will discover it shortly. 
It may not be completely clear in our minds 
as yet; but the need of such a program is 
admitted and there is a close connection be- 
tween the promotional and merchandising 
staffs which will make such an incorpora- 
tion successful once it is nailed down to a 
system. I am quite sure that, for a store of 
our size, we have progressed considerably 
in our endeavor to unite all departments in 
a common cause. 

Bert S. Mikol, merchandise manager of 
William D. Hardy & Co.—and a former dis- 
playman with this 
when he “every store 


writer 
manage- 


himself—agreed 
stated that 
ment is forever trying to produce suggestive 
selling via salespeople. The results persist 
in being unsatisfactory. Attempts are made 
over and over again: instructions are given, 
classes conducted, buyers’ meetings held, yet 
often nothing tangible is achieved.” 
“We have plan,” Mikol 


evolved a said, 








“It seems to me that when the devo- 
tion to the appearance of the exterior 
of the store becomes an obsession, a 
displayman had better pause and take 
inventory of his faculties and his sense 
of proportion.” So says B. L. Bennett 
in this thought-provoking article on 
the importance of revitalizing the 
store’s point-of-sale program. 








“of using point-of-sale units to project a 
thought. An attractive 
unit bolstered by good selling copy has a 
better accomplishing suggestive 
selling than has waiting for the salespeople 
to awaken to the fact that they are selling 
only a portion of what they might with a 
little more effort. 


suggestive selling 


chance of 


Those units referred to by Mikol are 
powerful if they stress a definite theme, if 
they are strategically placed, if they are 
well-maintained, and if they are presided 
over by a salesperson willing to do a little 
than take the 
her package. 


more customer's 


wrap 


money and 
other cir 
cumstances, such units are a waste of time 
for the display staff, a waste of space to the 
store, and a expense all-around. 
It should be mentioned again that a half- 
hearted effort is worse than no effort at all 
because the shabby results glare out at the 


Under any 


worthless 


customer and discourage her trom buying 
1 would say that a broader conception ot 
psychology would help us all from the store 
manager down to the most insignificant em 
ployee, for what is retail 
trade other than the astute application of a 


success in. the 


few simple psychological principles ? 

I am really enthused over the prospects of 
new point-of-sale approaches in the future 
I am confident that more and 
will come to comprehend the need of a more 
lively interior. Some way must be found to 
make buyers conscious of the fact that buy 
ing is but one part of their job. The other 
If they feel that it is beneath 
to get out onto the floor and 

will still be doing the store 
a big tavor if only they will see that their 
departments are kept in trim form. Printed 
from manufacturers 


more ot us 


is selling. 
their station 
sell then they 


over-ambitious 
about willy-nilly, run-down dis 
plays of out-of-season merchandise, shabby 


posters 


scattered 


showcards with passe copy, stacks of boxes 
and packing cases on counter ledges, and 
half-alive salespeople draped limply over the 
counters—those are a few of the tragic in 
fluences which drag a department down into 
that pitifully large fraction of misused store 
space. 

It would seem, then, that much of the re 
sponsibility for instituting a workable plan 
for point-of-sale advancement is outside the 
realm of the display department. That is, 
very little of what the display department at 
tempts along that line will be effective un 
less those people on the floor in charge of 
selling are willing to 
silent salesmen. 
will be 


their 
How a successful program 
accomplished 
upon the circumstances in the various stores 
where it is tried. All I know is—point-of- 
sale promotion has emerged from the ex- 
perimental stage into something profitable 
and lasting. I am sure it can be put to 
work in any store when founded on _ per- 
sistence and planning, regardless of the size, 
location and scope of the establishment. 


make use of 


depends, of course, 
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Los Angeles Displays 


By HERB CROSS 


"Dick'' Whittington, Photographers, Los Angeles 


Summer is over. It has been a season to 
be remembered; a season when business was 
given a shot in the arm, and vacationlands 
were alive with excitement. As the govern 
ment emergency program got into full swing 
it put new cash in many new pockets. More 
people were able to enjoy prolonged vaca- 
tions to “away from home” places. But as 
these new profits steeply tipped the scales, 
a loss was taken in the nation’s balance. 
Industry found itself confronting momentous 

A shortage of materials had to be 
Experienced craftsmen were being 


changes. 
faced. 
called to the colors, and new personnel re- 
cruited. In this respect, the display indus- 
try was not excepted by Uncle Sam. Fall 
and winter merchandising displays are being 
planned and executed by many new people. 
Young ideas are being boldly advanced, and 
the challenge of curtailment and substitu- 
tion in merchandise and promotional acces- 
sories is being met squarely by eager corps 
of assisting artists drafted from the schools 
and laboratories of the nation. 

And what department of national defense 
could these young people better portray in 
their initial display efforts than that  in- 
creasingly important division of educational 
defense typified at the moment by sack to 
school”? The students in California, 1,800, 
000 strong, are addressing themselves to 
hooks and football. The ecstasy of “rush 
veek” and the seriousness of classrooms 
cach call for suitable wardrobes and South 
crn California shop windows have been 
hining with colorful collegiate atmosphere. 
Despite their problems, the displaymen were 
vp-to-the-minute in = school “musts,” and 
elcomed the young shoppers with excep 
tionally fine windows. Collegiate apparel 
was nestled before outstanding university 
backgrounds . . . ‘teen ages stepped into 


the school parade with clothes that fairly 
Display 


accessories 


shouted smartness and comfort. 
accessories and merchandise 
complemented each other perfectly. 

It has been a pleasure to pause at the 
Desmond’s-Wilshire store and see the “Back 
to School” windows. They are always color- 
ful and inspiring. In the 1941 series, one 
of which is pictured at the right center on 
the opposite page, the color design is out- 
standing. Several universities were selected 
for a theme, with the displays built around 
them. In the illustration, the University of 
Southern California, whose school colors are 
cardinal and gold, was the inspiration. <A 








ladder, constructed in perspective, was th 
center of interest. It was painted cardina! 
and wound with gold paper strips. Th: 


rungs were also painted cardinal and atop 


each rung was a cut-out word indicating the 
various sciences and subjects taught at this 
university. These cut-out words gradually 
shortened as they went up the ladder in 
order to comply with the perspective. Thx 
broad end of the ladder was placed on the 
window floor, the other end terminating in 
an interesting little shadow-box on the back 
ground. The shadow-box was designed in 
the shape of a cloud, as if the ladder was 
reaching into the sky. The “cloud” was a 


EP eters 


cut-out mural of a university, in this case 
U. S. C. Within each cloud was a small 
scene which visioned a college man’s future 
The scene in this instance was a_ hospital 
room with a doctor, presumably the gradu 
ate student, examining his patient. The 
merchandise in this window, and the man 
ner in which it was displayed, was ver) 
unusual. Both men’s and women's apparel 
appeared in the window. The woman was 
wearing a casual dress, and a man’s suit 
was shown on a half-mannequin. Accesso 
ries in the window were a football helmet 
and pennant. The school colors were cat 
ried out in the man’s tie. The illumination 
was general with the exception of one spot 
light which brought the feminine mannequin 
away from the background. 

The window pictured at the bottom ot 
page 7 is from the May Company-Down 


—Both the displays pictured on this page are 

by L. J. Portia, Bullock's. The distinctive treat- 

ment given windows at this famous store is 

immediately apparent. . . . (All photographs 

by courtesy of "Dick'’ Whittington, Los An- 
geles)— 
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town and was designed by Display Director 
Carl W. Ahlroth. The promotion theme at 
this store was “First to the May Company 

then Back to School.” This display 
featured ‘teen-age fashions for the modern 
school girl. The background was a gargan- 
tuan book, with a blow-up of the May Com- 
pany on one page and one of a school on 
the opposite page. Below each blow-up was 
written a message which explains the rea- 
sons why the combination of the “May 
Company and School” is a favorite to many 
shoppers. Three mannequins were used in 
the window, one of them being shown hold- 
ing a large bookmark. The accessories in 
the window were school incidentals and a 
chair of a very unusual design. The illumi- 
nation was general. 

“You'll look like this in the campus mir- 
ror” is the theme of a corner window by 
John E. Cooke, of Coulter's, as pictured at 
the top of this page. The setting is an en- 
trance to a university, with a staircase, brick 
wall, and flowers. The setting fitted per- 
fectly into this corner window. From the 
shoppers’ viewpoint the realism was mag- 
nificent. Six college co-ed mannequins were 
used in the display, all in different positions 
and dressed for different activities. One 
very large pencil, extending almost to the 
window ceiling, gave the showing an = un- 
usual atmosphere. Display Manager Cooke 
almost always introduces some new idea in 
plaster-of-paris into his windows for color 
and humor. In this display he had two half- 
sized students, a boy and a girl, made of 
plaster. The figures were perched on the 
brick wall. The girl was seated at her tiny 
desk and appeared to be itemizing the ap- 
parel worn by the mannequins in the win- 
dow. The boy was very comfortably spread 
out over his school books, but instead ot 
studying, he, too, was gazing at the man- 
nequins. The illumination was general. 

In the Bullock's downtown store, Display 
Manager L. J. Portia had two splendid 
men’s wear windows, both of which are 1il- 


—At the upper left, a display by John E. 
Cooke, Coulter Dry Goods Company. .. . 
Left center, by Sidney Gorman, The May 
Company-Wilshire. . . . Right center, from 
Desmond's-Wilshire. . . . Right, by Carl W. 
Ahlroth, The May Company-Downtown— 


Jolly Rounder hat 
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lustrated here on page 6. One window had 
its preview during the store’s August sale. 
The merchandise featured in this window 
was Broadhill suits, and they were pre- 
sented in a very distinctive manner. Within 
the window was a reproduction of an out- 
door sign board. It was complete in every 
detail, even to the little credit sign below 
the poster. This billboard was constructed 
of wood panels an lathing. Five slots were 
cut into the board to accommodate the suits. 
It was painted green and white. At one end 
a paper poster describing the apparel was 
sewn into the board. 

The other Bullock's men’s wear window 
illustrated here featured “The all-occasion 
that’s ready to make 


the evening rounds with you... from im- 
portant business appointments to informal 
evenings of fun.” The theme of this window 


was a calendar which was placed across the 
window with hats perched and hung jaunt- 
ily upon it. The calendar covered the “daily 
rounds” and presented a hat for every occa- 
sion. On Sunday, it was “Golf with Joe ;” 





Monday was “Business Luncheon;” Tues- 
day was “Movie with Mary,” etc. The cal- 
endar was very clever and amusing in its 
design. For instance, the section indicating 
“Business Luncheon” had a menu attached 
to it. For the “Movie with Mary” there 
Was a string oi theatre tickets. For the 
“Races with Tom” on Thursday there was 
a pair of field glasses. The illumination 
was by spotlight. There were nineteen hats 
in this display, as well as a man’s suit. 
The final window is trom the May Com- 
pany-Wilshire, by Display Manager Sidney 
Gorman. The theme was “Back to School” 
and featured “lickety-split” new styles and 
colors for the collegienne. Two mannequins 
dressed for traveling were used in the dis 
play. In the background were three books 
of tremendous size. The books had a very 
genuine appearance and were attractively 
lettered and colored. Atop two of them 
were little “goblin girls” cut out of card 
board. In the window foreground were sev- 


eral accessories, including a large pencil 
with “Back to School” inscribed upon it 






































SystemRules 


By J. E. VENT 
Rike-Kumler Company, Dayton, Ohio 


In display work, disorder and confusion are the direct 
results of a lack of orderly handling of display equipment. 
That means substantial losses of material and time. Here 
at Rike’s we have bins, shelves and cabinets for everything 
we use and we insist that equipment be kept where it be 
longs. Furthermore, we have made our cabinets as dust 
proof as possible to keep our mannequins and property in 
first-class condition. 


For mannequins and figures we have specially built 
cabinets of plywood with sealed joints. The doors are 
labeled so that the same mannequin will be housed in that 
particular cabinet at all times. Where full-size mannequins 
are stored the cabinets are divided by two shelves. Heads 
are kept on the top shelf with hands and arms on the 
lower shelf. Bodies are kept beneath this. These cabinets 
are 7% feet high, 22 inches wide and 24 inches deep, built 
into units so they may be moved without being torn apart 


Electrical equipment and all seasonal properties which 
are in constant use are stored on a balcony. Here we have 
open shelves for such equipment as can not be stored in 
boxes or bins, and specially built boxes for storing out 
artificial flowers. These boxes are 5 feet long, 20 inches 
wide and 11 inches deep. There are also special drawers 
built in, all properly labeled, for storing draperies, fabrics, 
etc. On the main floor of the display department we have a 
separate room for housing all display fixtures. 


When a window is removed every man knows that the 
material used must be returned at once to the proper cabi 
net, drawer or shelf in which it belongs. This keeps every 
thing in clean condition and available for the moment it is 
needed for the next job. Responsibility for general order in 
the department rests on each man assigned to his particular 
division. 


In a separate room adjacent to the display department 
we have a complete workshop which is equipped with such 
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Rike Display 


equipment as “Cut-Awl,” band, jig and circle saws, also a 
paint booth complete with spray equipment for large and 
small work. Although we do not have a carpenter, three of 
our displaymen are adept at this work, so all carpentry 
work is handled by them; however, all large background 
panel work is sent outside. 


Another piece of equipment which we have found indis- 
pensable, as it has stepped up customer window call service 
and saves much time, is a two-way-speaker communication 
system from the display department office to all windows, 
workshop, and sign room 


Our sign department is kept separate from the rest of 
the department and can not be entered by outsiders. It is 
fronted by a built-in pigeon-hole rack. When buyers and 
others have business to transact with the sign department 
they go up to a gate and tell the sign man what they want. 
Chis eliminates confusion and saves time for the sign writ- 
ers. When signs or cards are completed they are placed in 
a pigeon-hole allotted to that particular department. These 
pigeon-holes all carry department numbers and the cards 
can be withdrawn from the outside. We have two regular 
sign men and an extra one during peak seasons. AIl show 
card and sign work, including screen processing, is done 
by our sign department. 


Our display staff consists of five displaymen, one assist 
ant, a display stylist, and one interior displayman. 


We have weekly meetings, held on Saturday morning, 
to talk over department problems and discuss display proj- 
ects for the coming week. Our policy is to encourage 
displaymen to specialize as much as they can and develop 
their originality by working out their own ideas. 


—These photographs show the splendid display job done at 

Rike-Kumler's under the supervision of J. E. Vent. Note the 

emphasis on interior settings, an increasingly important part 

of retail display. . . . Vent was winner of the grand prize in 

the display photo contest held this year by the International 

Association of Display Men, through whose courtesy most 
of these pictures are shown here— 
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By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 





Introduction to the “Three R’s” was dra- 
matically presented by Display Director 
Dana O’Clare’s conception of that critical 
“first day” for Lord & Taylor, as shown at 
the upper right on the opposite page. <A 
member of the “small fry” society is will- 
ingly distracted from his objective by an 
oversize maple leaf sculptured in wood with 
recessed veins, which in the company ot 
others has fallen in a graceful pattern on 
the sides of the display. The interior of the 
display is painted sky-blue with streaks of 
clouds air-brushed on the surfaces which 
form a shadow box. From the foreground 
of the window are arranged the steps, treat- 
ed to resemble stone, leading to the little red 
school house with its clanging bell, painted 
abstractly on the rectangular back of the 
box to which the sides and top dovetail. 
Our reluctant scholar drags behind him his 
books of knowledge against which rests the 
traditional apple for the teacher. The dis- 
play prefaced a series devoted to back-to- 
school clothes for young people for which 
windows normally handled individually were 
treated as complete units. 

If you can manage the leap, even if you 
don’t have your school letter in athletics, the 
attention of the class is called to the repre- 
sentative section of a panoramic display 
conceived by Tom Lee, display entrepreneur 
for Bonwit Teller, and pictured at the upper 
left, page 11. Doting on the “college citi- 
zen,” the expansive display was set on steps 
treated with sand to create a roughened 
stone effect. The co-ed is smartly turned 
out in thigh-length shorts, red knee-length 
knit stockings, and a long tasseled stocking 
cap as the new featured “musts.” She stands 
on the top step with a traveling shoe bag 
opened to permit “walkers” to spill out with 
sweater accessories over the steps and base, 
the latter being covered with a mixture of 
pebbles and sand. A page out of the loose- 
leaf book, covered in a hound’s-tooth check 
with the head “college citizen,” carried the 
copy: “Shine, please! The college cry done 
in a new polished series of Fall 1941 British 
walkers.” A gold star must be affixed to 
this report for the effective lighting which 
succeeded in imparting a feeling of great 
depth to the display. The background was a 
blue-lit cyclorama and overhead lights were 
blue, with white used for highlighting. 

The campus crowd is notoriously indi- 
vidualistic in its dress; playing safe, Bloom 
ingdale’s consulted collegiate designers and 
displayed the high marks of fashion fo 
campus and young careerists in a series 
prepared by Joseph Dultz, as seen at the 
bottom of page 10. In all, as in the one 
reproduced, the traditional red school house, 


—Upper left, by Morris Rosenblum, Bamber- 
ger's, Newark. . . . Center, by James Gosling, 
Franklin Simon's. . . . Left, by Joseph Dultz, 
Bloomingdale's. . . . (All photographs by cour- 
tesy Virginia Roehl Studios, New York City)— 
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—Upper left, by Tom Lee, Bonwit Teller. . . . 

Upper right, by Dana O'Clare, Lord & Taylor. 

. .. Center, by Irving Eldredge, R. H. Macy & 

Co. . . . Below, by John A. Rosenberg, Abra- 
ham & Strauss— 


with gray shingle roof and windows, sup- 
plied the basic motif. Constructed of wall 
board with bell tower, it was set on a rec- 
tangular platform painted beige, outlined 
with forest moss, and placed within curved 
background sections painted deep beige. 

For those “forsaking all others” for the 
marital institution, Abraham & Straus’ John 
A. Rosenberg presented the entrance re- 
quirements in a display which struck, as the 
copy text had it, “New Notes for the Wed- 
ding March.” (Final illustration.) The 
bride has paused in her procession on a sec- 
tion of a curved staircase, painted white 
with salmon-colored landings and a balus- 
trade whose posts are thick, long tassels 
joined with swags treated with white plas- 
ter. On the right backwall, cascaded brack- 
ets of white plaster hold ferns, evergreens 
and laurel leaves, the bottom one support- 
ing a glass shelf. Overhead hangs a white 
plaster chandelier whose tall, white candles 
are capped with small, green shades, match- 
ing the floor color. The bridal gown was 
ivory; the bridesmaids were dressed in 
gowns striped in richly blending harvest 
tones, ranging from leaf green through au- 
tumn brown. 

Almost at every turn, one can hear a 
cheer for dear old Siwash as the accom- 
panying photograph in the center of the page 
will show. The display is representative of 
the treatment given Macy's’ men’s 
where heretofore blank wall space is util- 
ized for attractive display 
whose brightening nature Display Director 
Irving Eldredge is responsible. The men’s 
store symbol, a lion, dominates the display, 
appearing as a cheer-leader executed in gold 
paper and dressed for the role. In the upper 
left hand corner may be seen a section of a 
football field complete with yard lines, a 
goal post in relief, plays worked out, a pig- 
skin, and the letters of leading universities, 
all executed in miniature, and establishing 
the mood of the display. 


store 


recesses, for 


Three mannequins 
are used, one seated on a white plank bench 
in the left foreground. The fabric featured 
is covert, as the cut-out letters reading 
“Grand stand play in covert” indicate. The 
display has curved sides and a curved fly 
masks the overhead lights. 

Strictly by and for their sorority sisters 
is the College shop at Franklin Simon, for 
which James Gosling is display manager. 
The area set aside for the co-eds has been 
imaginatively handled and as the photo- 
graph on page 10 reveals, is panelled in 
pine with merchandise counters covered with 
felt—the felt in this example is in green 
with white hobnails serving a_ functional 
and decorative purpose. The fronts of the 
counters have been treated variously, either 
with blown-up photographs of collegiate 
collaborators or painted with university and 
college dress opinions, preferences con- 
densed with informative bits of advice. 

Morris Rosenblum, director of display for 
Bamberger’s, Newark, created the display 
pictured in the first photograph—particularly 
interesting for its interesting “slope” treat- 
ment. 
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PROMOTIONS | I 


: . |, 2. Sketches | and 2 suggest framed 
by {outs Gehring picture studies of the season's activities. cia 

























; ; An entire series of these displayed in your rig 

Display Designer and Consultant, New York City ait igi laa ill all He 
interest. The scenic background in each bol 

1 | study is painted. All figures or props, with bid 

— the exception of the mannequin, are cut me 

out of wall board, painted and set up to to 

create a three-dimensional effect. A man- Fle 


nequin wearing the appropriate costume is 


placed in the setting to complete the pic- 


cn 


ture. 
eye 
3. An unusual shoe display is featured boc 
in this sketch. It is successful in its effort in 
to place emphasis on the importance of stor 
shoe fashion correctness. Since Election mot 
day falls in November it may also be tied adc 
up with that event by carrying out the can 
color scheme as follows—midnight blue for colc 
the back panel of stars and the platform; to t 
white for the shoe elevations and copy ina 
card, and deep red for the floor. Two of v 
miniature mannequins or cutouts take the men 
platform and appeal for votes. men 
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FOR NOVEMBER 


4. Bold, yet simple, is this display espe- 
cially designed for men's wear. On the [ 
right panel is painted a city building in a | 4 | 
striking effect. Against this setting a tree 
boldly displays her leafless branches and 
bids welcome to the season's latest in 
men's apparel. Depict a scene suitable 
to the type of merchandise displayed. 


Elevations hold appropriate accessories. 


5. This display is sure to catch a man's 
eye. The center unit suggests a wall 
board fireplace painted with plastic paint 
in green, gray and black to resemble 
stone. The hunter's prize, the head of a 
mountain sheep, moose or other game 
adorns the mantle. Any of these heads 


can be rented from a taxidermist. Water 





colors on either side of the fireplace add 
to the setting. The background is covered 
in a wood grain paper to give the effect 
of wood panels. An excellent display for 
men's shoes or sports apparel and equip- 


ment. 
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From School lo Egypt 
in Chicago Windows 


Sing an old song . sing a new song... 
be sure to sing a school song, a tune of slates 
and ABC's, chalk, erasers, pennants gay, 
trunks and bags and plaids and books and 
bells that ring in campus towers .. . toss 
in a football game or two, some hot dogs, 
peanuts in the shell, hot tamales, soda pop 

. some falling leaves and whistling winds, 
a little rain, a cloud or so ... and so it 
goes and goes and goes ... that September 
medley of 1941. 

Looks like a big year ahead for the col- 
lege crowd, if the shop window displays on 
State street are any indication. At any rate 
the boys in charge have scored a lot of 
decorative “touchdowns.” Let’s look in on 
a few of the new winning plays. 

Seeing in the turn of the season was an 
exciting “School Days” display done with 
spirit by Paul Wertz, display manager of 
The Fair. The familiar and symbolic slate 
(this one about 6 feet long and 3 feet wide 
and bordered by an impressionistic, painted 
composition board frame) occupied its right- 
ful position in the center of the stage, tipped 
up so that it rested on one corner for added 
interest. (Upper photograph, opposite page.) 
Scribbled across its face, with some sugges 
tive music notes scattered here and there, 
were the opening words of the time-honored 
tune, “School Days,” and the follow-up re- 
minder, “Are Coming Closer!’ Chicago 
high school and boarding school pennants 
fluttered over its edges and about an open, 
half-packed wardrobe trunk. Beside the 
trunk was an upended striped suitcase, and 


By KENDALL HULL 


Fred Kuehn & Co., Photographers, Chicago 


books and brief cases did their part in tell- 
ing the story to the passing audience. All 
ready to go were four pert, big and little 
girl mannequins, hatted, coated, suited and 
shod in the best student manner. Partially 
drawn drapes of a neutral color exposed a 
section of white paneling in the background. 


Nine “rahs” for Display Manager J. R. 








Cooper's football set over at Mandel Broth 
ers, illustrated on this page. Cooper cap 
tured atmosphere aplenty with a hand-paint 
ed backdrop depicting a section of grand 
stand bleachers peopled with waving spec 
tators, an impressionistic goal post done in 
interesting perspective, and a few wisps of 
clouds. Seated before the drop between two 


atte dR Meio BOB 


sections of railing was a smart young cou 
ple comfortably covered with heavy plaid 
blanket-robes. The man wore a dapper top- 
coat, a pork pie felt hat and carried hand- 
stitched pigskin gloves. The lady-fair was 
glamorous in a light fox chubby coat, a new 
short hair-do and a gay chrysanthemum. On 
her lap rested a casual brimmed felt hat and 
blonde leather gloves. A few week-end ac- 
cessories and a small open case helped carry 
out the theme of the scroll poster at right, 
which read: “Mandel’s College Review 
Cheering them on all set for the game 
of the season.” Spotlights cast interesting 
“sunlight” and shadows over the scene. 
Defense motifs are still going strong 1n 
all the stores. Of especial interest was J. W. 
Campbell's contribution to the patriotic pic- 
ture ...a “Wishmaker” window featuring 
carpeting, at Carson Pirie Scott & Co. The 
American theme was smartly carried out 
with rugs of various gold tones. One large 
carpet, with a peekaboo circular hole cut 


—Above, by J. W. Campbell, Carson Pirie 

Scott & Co... . Left, by J. R. Cooper, Mande! 

Brothers. . . . (All photographs by courtesy of 
Fred Kuehn & Co., Chicago) — 
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—Right, by Paul Wertz, The Fair Store. 
Center and below, by Les Barofsky, Morris B. 
Sachs— 


in the center of it, served as a proscenium 
curtain. Bordering the round hole was a 
banding of lighter carpet material, and this 
framework was topped by a cut-out eagle 
and a section of wreath, also made of car- 
peting and stepped up by gold braid edging. 
Seen through the opening was a corner sec- 
tion of a clever room, the walls of which 
were based with plain paneling and covered 
with cheery flowered paper above the mold- 
ing separation. The floor, of course, was 
carpeted and a graceful chair stood backed 
against the left wall sector. Tumbling out 
of the picture, over the bottom part of the 
circular frame was an assortment of sunny 
throw rugs and a splash of gold satin for 
highlight. An open book near the floor level 
and a twosome of turned-back magazines 
told the story of rugs chosen in the “Fed- 
eral American” way. This window is pic- 
tured. 

“Color Comes into the Fall Picture 
Indispensable Costumes that can Whisk in 
and out of Town with just the Right Air of 
Casual Smartness” read a poster in the fore- 
ground of one of a group of four outdoor 
market windows featured by Display Man- 
ager Les Barofsky of Morris B. Sachs. Pic- 
tured here is one of the two vegetable win- 
dows ... the other sets featured fruits, and 
all were the real “McCoy.” Particularly ef- 
fective was the canopied white counter stall 
with scalloped and inverted scallop border 
trims. Mouth-watering tomatoes, corn, cu- 
cumbers, potatoes and onions were ingen- 
iously set out in boxes and bushel baskets, 
and a pair of luscious watermelons were 
down front, right. Outdoor atmosphere was 
made convincing with a realistic looking 
artificial tree which grew in a green grass 
plot beside the stand. Two young shop- 
pers, one in a suit, the other in a furred 
plaid coat, were looking pretty pleased as 
they considered the evening meal in its em- 
bryonic state. Light and shadow gave punch 
to the picture. 

Completely Egyptian in motif was another 
series of displays by Barofsky, as pictured. 
Featuring furs, the window had for a central 
background figure a typical Valley of Kings 
statue of some long-forgotten Rameses. The 
show card bore hieroglyphics and the mes- 
sage: “Fur Fashion Treasures—1941 A. D. 
and Egyptian treasures, 1841 B. C.” 

There are ever so many other interesting 
displays to be seen about town this month 
... gay windows fraught with color, excite- 
ment and all the moods that go to make up 
the young season that has just turned the 
corner. Shoppers are finding it well worth 
their while to walk down State street just 
for the thrill of seeing the plate glass 
Sights . . . buying aside. 


Added Department 
For Essig 

Essig Sign & Display Company, 870 
Broadway, New York City, has installed a 
new display department for the manufacture 
of fashion panels, men’s heads of rubber, 
silk-screened show cards and price tickets. 
These items will be sold to men’s clothing 
Stores exclusively. Literature is available. 
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The big moment has come 

The store front is ready—the designe 
sighs relievedly the merchant smiles in 
anticipation—the contractor is proud—and 

the headache of the displayman starts. 

There is the new store: glass and marble, 
glistening trimmings, beautiful neon signs, 
and spite of all this, the displayman is not 
happy. During the day and night before 
the formal opening of the store he works. 


He tries twenty different display arrange- 
ments and at least that often he has all 
kinds of not very flattering thoughts about 
the man who designed the store. Whatevei 
he tries to do, the show window looks con 
fusing; the merchandise can not be grouped 
or organized; the lighting is insufficient 
and wrongly placed; he gets more and more 
desperate and finishes the work finally, re 
signedly, with some compromise or other, 
goes to bed at 7 o'clock in the morning, and 
decides not to take part in the opening 
ceremonies. 

When the displayman won't show up at the 
opening ceremonies it means that tle archi 
tect or store designer has forgotten the most 
important part of the problem which was 
assigned to him for solution. A store has 
one purpose, and that is to sell merchandise ; 
the paramount purpose of the store front is 
to display this merchandise in such a way 
that its qualities are shown in the best light, 
thus creating what we call sales appeal. 

No doubt the store front has many othe 
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The Case of Displayman 
Versus Store=Designer 


By VICTOR GRUENBAUM 


Gruenbaum, Krummeck & Auer, Hollywood 


functions. Every one of them is important; 
every one of them should be considered; but 
if the one foremost function, the display of 
merchandise, is not fulfilled, then the store 
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front, even if successful on all other points 
is a failure. In other words, all other pur 
poses of the store front have to be subordi 
nated to this one, and this main problem di 






in the psychological contest between the 
window-shopper and the merchant. 

The first phase is to stop the person walk 
ing by along the sidewalk (a person often 
without the slightest intention of buying or 
even of looking) and making a window- 
shopper out of him. Stop him by making 
him aware of the fact that this is a place 
where something interesting and out of the 
ordinary is going on; make him, by some 
magical means, turn his head. These magi 
cal means are architectural forms, materials, 
artificial light, signs, and the interesting 
arrangement of the displayed merchandise 

The second phase is to lead the window 
shopper, whose resistance is already slightly 
weakened, unconsciously along the show 
windows towards the entrance door. A vit 
tory can be secured by the proper floor plan 
for your store front, by always creating new 
and changing points of interest in the dis 
play, and by setting the dramatic high point 
of your display near the entrance door. 


—Above is a view of the sunken show window 
at the Grayson Store, Seattle. The latticed wall 
in the left foreground conceals a small stair- 
way into the window, used for living models. 
Note the visibility of interior shadow-boxes. 
. . . Another view of the same window is seen 
at left, taken from within the store. Note that 
all the display lighting is directed upward— 








vides itself into several parts, all one phase 
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And then comes the third and decisive 
phase of this war of nerves: you must make 
this window-shopper push your door open 
and make him take the step, the one step, 
which changes him from a window-shopper 
into a customer. A good store front tries to 
make this step as easy as possible for him, 
and tries not to let him even notice that he 
takes such an important step. Means to this 
end are a continuous treatment from the 
outside into the interior of the store, inter- 
esting interior displays visible from the out- 
side and related to the show window dis- 
plays, frameless glass doors, and so on. 

For many reasons the so-called arcade 
front has become more and more popular. 
In the first line this is due to the desire to 
gain additional show window length; an- 
other reason lies in the fact that it makes it 
possible to look at the displays undisturbed 
by traffic on the sidewalk. However, in 
spite of these advantages one should always 
investigate carefully to find out whether 
an arcade front is advisable. Such a front 
is suitable only under the following condi- 
tions: 

1. The store must be deep enough to allow 
cutting into the selling space. 

The store must be broad enough to 
allow a wide aisle between show windows. 

3. The floor of the sidewalk and the ar- 
cade floor must be on the same level. 

4. The height of the front beam should 
be sufficient to allow an entrance at least 10 
feet high. 

In plans one to four (see page 58) we 
show different forms of arcades. No. 1 
shows an arcade in which the dimension “C” 
is too large to insure the desired effect of 
interesting people to the point of entering 
the arcade. No. 2 shows an arcade where 
the dimensions “B” and “C” are equal, which 
as a rule is the best relation between width 
and depth of an arcade front. 

Plan 3 shows a frequently used type of 
front. It will be noted that the two curved 
show windows near the street are construct- 
ed as large as possible, obviously to in- 
crease show-window space directly on the 


[Continued on page 58] 


—At right is pictured one of the Barton's Bon- 

bonniere shops, New York City. Display window 

walls, floor and ceiling are done in stripes of 
gray and white paint— 
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—Right, Grayson Store, Santa Monica, Calif. 
Show window framing is a combination of alumi- 
num and gold-bronze; show window bulkheads, 
gray mosaic tile. The arcade protrudes through 
the all-glass doors into the interior of the store— 
—Left, Canterbury Shops, White Plains, N. Y. 
Close-up of the hanging showcase on the right 
side of the arcade— 


—Above, Canterbury Shops, White Plains, N. Y. 

Outside frame and right wall of black Carrara 

glass; lettering, white fluorescent neon in bronze 

channels; left wall, dusty rose cement stucco; 
fins, white cement stucco— 


—Right, Grayson Store, Seattle. Arcade open- 

ing is three stories high. Arcade walls covered 

in travertine. Coved ceiling and canopy are 
yellow cement stucco— 
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ABOVE— Patriotic Santa—striking new 
design ties-in with the times. Red, white 
and blue predominate the color scheme 
in this 6’ high panel which is produced in 
brilliant ““Multiplied Color’ — 8 colors, 
corrugated backing. 


BELOW — Toyland Valance! Continuous 
repeating motif in grand colors appro- 
priate to the big selling season. 


ABOVE — English Carol Singers! Irresistible 3-dimensional set in 10 
brilliant colors. What a set! 5’ high by 7!2’ wide. 


BELOW — Santa Claus Valance... patriotic colors plus Santa himself... 
especially in tune with the times. 
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Christmas 





Let Sherman display materials help you make forceful 

holiday displays. Just cast an eye over the many 
remarkable display accessories shown here, especially 
designed for the holiday season! NEW! EXCITING! 
12-COLOR DISPLAYS ...8-FOOT FROSTED GIANT- 
CURVE! ...107’’ SEAMLESS PAPER ... FROSTED 
CORRODEK ... SANTA CLAUS SPECIALTIES! These 
outstanding materials, as well as dozens upon dozens of 
additional display accessories for the big selling season, are 
now on display at your local display house. 


8-FOOT FROSTED GIANT-CURVE! 


A million tiny lights seem to flicker from the sparkling 
beauty of these massive 4’’ Grecian flutings. Extra height 
for the highest windows. Continuous, 10-foot rolls in 
bright Christmas colors. It’s the ‘Economy Plus” material 
for the smartest backgrounds! (I/lustrated at right.) 














107” SEAMLESS PAPER! Imagine a seamless sheet . 

in one of eighteen gorgeous colors ... nearly NINE 
FEET tall and as long as 150 feet, in one piece. Takes all 
display art techniques. 


FREE — 70 DISPLAY IDEAS 








Write for FREE DOUBLE-FEATURE DISPLAY GUIDE 
... with 70 suggestions for smart windows .. . also, full 
information on these and many other forceful displays... 
to Bring ’Em in A-Buying! 











4 PAPER PRODUCTS CORP. 
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Sherman Paper Products Corp., Dept. D9 
Newton Upper Falls, Mass. 


Rush my FREE copy of the Sherman DOUBLE-FEATURE 
Display Guide, with the 70 dynamic display ideas, together 
with the name of my nearest Sherman dealer. 





; Name 
wai Company 
ICE BLOCKS — Here it is! At last a hard-to-tell-from- , 
i os ; Street aa 
real ice block pattern on white, corrugated-backed 
CAG... State 


Se ee eee ee ee eee eee see ey 


Nu-Craft. Perfect for backgrounds, floors, valances, 
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Needlework Period Displays 
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—An effective way of displaying “difficult'’ merchandise has been worked which a niche is built for a yarn display, as shown in the lower right 
out in these displays by Charlotte Logan Displays, New York City, for photograph. The displays are in settings 58 inches long by 43 inches high 
Heirloom Needlework Guild, Inc. The six period displays are built across by 24 inches deep. Around each is a frame in keeping with the period, 
a long wall, divided in the center by a space for stock, on each end of done in white with antique shading— 
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| IN TER-OFFUCE CORRESPONDENCE 
| TO mw rresiconm 
IPIRO© WME —_ me Display Manager 

SUBSSCPe 


THE DISPLAY APPROVED BY THE UNITED STATES TREASURY DEPARTMENT, 
AT THE HEART OF THE MOST POWERFUL AND PERMANENT PUBLIC RELA- 
TIONS CAMPAIGN IN HISTORY! 





The President 





l. This display is installed simply and quickly. 
2. It has nothing mechanical to get out of order. 


3. It will attract unprecedented consumer traffic. 





4. It will garner thousands of dollars of free publicity. 


I AM BRINGING THIS DISPLAY TO YOUR PERSONAL ATTENTION, 
MR. PRESIDENT, BECAUSE IT IS MORE THAN A MERE DISPLAY. IT IS A 


PUBLIC RELATIONS CAMPAIGN THAT WILL: 


l. Earn the goodwill of our community today and for years to 
come. 


2. Permanently imprint our store's name on the thousands of 
our customers of tomorrow. 


3. Give our store the lasting benefits of an active and out- 


standing partnership with our government in a time of 
national emergency. 


SINCE THIS PATENTED DISPLAY IS BEING LEASED EXCLUSIVELY TO ONE 


STORE IN A COMMUNITY, I SUGGEST THAT WE ACT WITHOUT DELAY. 


The Display Director. 











WIRE OR WRITE FOR PULL INFORMATION 


: BLISS DISPLAY CORPORATION 


460 WEST 34th 2FREET, NE W YORK CITY 
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DESIGN dept 


The Design Department aims to provide an unlim- 
ited source of inspiring ideas. The technical devel- 
opment of the various designs is made plain as a 
key to adaptation. These particular units are de- 
signed to add interest to the smart men's wear 
shop. 


COAT AND ACCESSORY UNIT 


Platform of fir plywood, stained walnut; 
edged with satin chrome binding. Tree 
branch stand with maple or oak leaves. 
Top, 24 by 36 inches; 6 inches high; tree 
stands 46 inches. 





SHOE UNIT 


Rustic tree trunk set in disc base. Ply- 
wood shoe support, stained walnut. Oak 
or maple leaves. Base, 8 inches in diam- 
eter; height, 16 inches; shoe support, 
9 by 12 inches. 


i 
2 Yi 


Sa 





ACCESSORY UNIT 


Smart table unit usable in many differ- ee 
ent ways, made of plywood; stained in 
oak and edged with satin chrome bind- 


ing. Tree branch support, Table top, 12 
by 24 inches; overall height, 24 inches. 
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Adewwes ¢ ¢* SMOOTH ON BOTH SIDES 


Change their position a dozen times and you 
still have many more uses for Adcurves. 
Made of pre-bent hardboard which has a 
hard, smooth surface on both sides, permits 
using Adcurves left and right — inside and 
out— for modern background treatments. 
Easily cut, Adcurves are especially suited 
for making screens, displayers, ledge units, 
merchandisers and scrolls, as well as for 
constructing modern, round-edged showcases 





and display tables for department use. 
Adcurves come in 10 and 12 foot lengths, 
finished or unfinished; make excellent mate- 
rial for pilasters, portals, end-panels and 
dividers. Every alert displayman sees the 
many possibilities and economy of using 
Adcurves. Our folder describing these units 
is sent immediately on request. Write for 
this folder today. The Adler-Jones Company, 
521 S. Wabash Avenue, Chicago, Illinois. 





ns OUR TWENTY-FIFTH ANNIVERSAR Y meme 





How many store owners, merchandise 
managers, superintendents and display man- 
agers in the department store field are fully 
aware of the revolution now taking place in 
their midst? Yes, a real honest-to-gosh up- 
heaval against old established order and 
precedent, in keeping with more modern 
times and trends in merchandising. A move- 
ment is spreading like wildfire throughout 
the basement stores from coast to coast, and 
now threatens to engulf other departments 
as well. 

A year ago, yes, even as little as six 
months ago, the answer to that query would 
undoubtedly have been, “Too few.” Recent 
developments, however, evidenced both by 
actual progress on the part of some, and in- 
creased interest on the part of other recog- 
nized leaders in the field point to an ad- 
vancement of the movement to landslide pro- 
portions. The opportunity it offers to own- 
ers and merchandise men for increased sales 
at reduced expense, and the challenge it ex- 
tends to superintendents and displaymen to 
become more sales- and merchandise-minded, 
are both being taken up. 

The ultimate objective constituting the 
basis of this movement is two-fold. First, 
the importance of making it easier for the 
customer to buy leads to the necessity of 
adopting a “self-service” type of layout. 
Second, the increased necessity of showing 
larger assortments in a given area leads to 
a wider consideration of the value of space 
and the relation of space to sales. This 
consideration leads to the adoption of the 
open-minded, condensed set-up for certain 
departments, similar to that developed and 
so successfully operated in recent years by 
the dry goods and variety chains. 

For some time independent store owners, 
particularly those in smaller towns of lesser 
potential volume where they are in more 
direct competition with these chain organi- 
zations, have known that they were being 
“beaten to the punch.” They have realized 
and marvelled at the fact that, in comparable 
departments and price lines, tremendous ad- 
vantage has been gained by these stores 
simply by showing greater assortments and 
openly exposing them to the customer's 
inspection. They have watched sales being 
lost every day on items they carried in 
shelves, drawers, under counters and cases, 
because the customer could go next door and 
find those same items, in wider assortments 
and size ranges, easily accessible on the 
counter top. 

Yes, they have realized, they have mar- 
velled, and they have watched, but until re- 
cently nobody has done anything about it. 
Too long they have excused their inactivity 
along these lines with a somewhat false 
pride and a complacency best expressed by 
the familiar phrase, “Oh, well, we cater to 
a different class of trade.” Now they are 
coming to realize that this is a fallacy. 


*Address before the National Retail Dry Goods 
Association convention, Chicago. 
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Display “Revolution” 


By HAROLD F. GUINN* 


Reflector-Hardware Corporation, Chicago 


They are no longer fooling themselves on 
this score. They see this “different class of 
trade” they have been catering to contribut- 
ing more and more to the growing dry goods 
chain volume. They see these organizations, 
with unlimited advertising and credit facili- 
ties and with increased traffic flow, grading 
up their lines until even this “different class” 
finds it advantageous and expedient to 
patronize them. They also see, if they have 
observed closely, more and more ladies in 
chauffered limousines stopping in front of 
five-and-dime stores where they can_ find 
a wider assortment of such lines as notions, 
cosmetics, stationery. And who can blame 
them? 

A certain amount of pride on the part of 
independently and locally owned stores is 
justifiable and commendable. But the fact 
must not be overlooked that these stores 
own, and are carrying in their inventory, 
hundreds of items of an impulse or “pick- 
up” nature or of a price range competitive 
with the syndicate assortments. The turn- 
over of these items is just as important to 
the overall performance as the turnover of 
the better merchandise. If a certain type 
of layout is required to insure this turnover, 
why not adopt it? 

Why should it be necessary in so many 
department stores for a customer to ask to 
see a can of Johnson's baby powder, or a 
tube of Listerine tooth paste? And why 
should it be necessary that she wait precious 
minutes while a clerk, after asking for all 
the required measurements, searches fran- 
tically through stock boxes or wall shelving 
for the correct collar size and sleeve length 
in a $1 or $1.49 shirt? Yes, you have these 
items, and you know it. Why be ashamed of 
them? Put them out on display—self-service 
display. Remember that that same customer 
doesn’t have to ask, or wait, down the street 
—or perhaps even next door. 

Naturally, this self-service, or open, dis- 
play is not adaptable or desirable in all de- 
partments or for all lines of merchandise, 
especially in the upstairs departments of 
large stores where space is not at such a 
premium or price competition so keen. But 
in the basement stores and in most depart- 
ments of the smaller stores, where chain 
competition is effective, this type of layout 
should be, and is being, adopted almost 
throughout. 

These basement stores, as they are now 
being referred to, are no longer bargain 
basements. They are fast becoming self- 
supporting price stores. Consequently, the 
old set-up, characterized by its maze of pro- 
miscuously placed bargain tables of all sizes 
and shapes, is no longer adequate. And the 
former practice of devoting an entire table 
to one item, regardless of its relative sales 
value and with little or no consideration 
of size or color assortment, is being sup- 
planted by a practice much more practical 
and profitable—to sum it up in a few short 
words, the practice of showing the greatest 
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possible assortment of merchandise in the 
least possible space and to its best possibk 
advantage. 

Doubtless you have read with interest o1 
the comments concerning the installation o 
a new basement store set-up at Thalhimers, 
Richmond, Va. The speaker takes justifi- 
able pride in the fact that he was privileged 
to take part in planning and completing this 
set-up, the result of efforts on the part of 
a far-seeing management to obtain the cor 
rect combination for this type of operation 
That the efforts were successiul is to be 
evidenced by continued favorable sales and 
operating reports, as well as increasing pres- 
sure from other store owners for assistance 
in obtaining a similar layout. 

How easily understood are these favorable 
reports and this increasing pressure when 
you consider the advantages to be gained 
by self-service! Listing some of those ex- 
perienced by Thalhimers and others who 
have adopted this method we find: 

1. Reduction of operating costs. (Less 
expense for selling, packaging, delivery, etc.) 

2. Increase of average sales. (Proven in 
super-market operation.) 

3. More frequent turnover. (Natural re- 
sult of increased average sales.) 

4. Assistance in stock-keeping and inven 
tory. (Closer control of sizes, colors, etc., 
on top of counter and in understock directly 
below.) 

5. Larger assortments displayed. (Result 
of condensed space to individual items.) 

6. Visual suggestion of companion sales. 
(Application of cafeteria principle.) 

7. Reduction of soilage and_ pilferage 
(Natural result of increased turnover, and 
discovery that customers are as honest and 
careful as sales people.) 

8. Cheapest method of layout. (Fixtures 
purely functional, therefore less elaborate.) 

9. More attractive and colorful. (Result 
of wider assortments, and properly display 
ing merchandise at eye level.) 

10. Emphasis on merchandise—not on fix- 
tures. (Fixtures designed merely to accom 
modate merchandise.) 

Sounds very appetizing, doesn’t it? And 
simple enough, too, when you really think 
about it. And yet it is appalling when you 
consider the length of time it has taken 
retailers to appreciate these advantages, 
which now are so obvious. Not only depart 
ment store people, but chain store people as 
well. These latter learned only through trial 
and error, and after spending precious time 
and hundreds of thousands of dollars in 
experimentation — experimentation possible 
for them due to enormous resources and 
unit control, but denied the independent 
merchant through lack of both. 

But just because someone else has_ beat 
you to a good thing is certainly no reason 
for refusing to recognize it, or for turning 
thumbs down on it even after it has been 

The most sound argument th: 
[Continued on page 40] 


recognized. 
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Miniature Size—42 2” x 5342” 
Mounted in third dimensional white 
litho coated frame. Hook and easel 
back for standing display or hang- 
ing background. 
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Silk Screen—3 Colors--3’ x 18’ 
1 Unusually brilliant all-over poin- 
n setta design, silk screened for the 
first time on 9 foot White Wind-O- 
Width. 9° x 18’. Per Roll $11.25 











CAROL SINGERS 


75 Spring Street 


$16.50 





HOLLY FESTOON 
Silk Screen—3 Colors—9 x 18 
Designed with 4 repeats of the col- 
orful bell pattern. Silk screened in 
3 colors (Christmas Red, Green and 
Silver Tinsel) on White background 


only. 9’ x 18’. Per Roll $11.25 


Display Paper Division 





(Available in 2 sizes) 


Large Size—Overall 6’ x 8 
Large design with 107” x 18’ Christ- 
mas Blue background with Silver 
Tinsel Snow Flakes. 


$24.50 


Furnished in sheet stock 26” x 40" or 
12, 25 and 50 yd. rolls. 
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XMAS CHEER 


Silk Screen—3 Colors—9’ x 18° 
Ali-over design artistically arranged 
and silk screened in 3 colors on 
White Wind-O-Width background. 
9’ x 18”. Per Roll $11.25 


‘|, MARQUARDT & CO.,1Nc. 


New York, N. Y. 


HOLIDAY WINDOWS 


Unique, original WIND-O-WIDTH 3- 
Dimensional Display Units and paper 
backgrounds now appear in eight 
brilliant Christmas desi 
by the nation’s outstanding display 
artists. 


Be sure to see these revolutionary ALL 
PAPER window settings, whose deep, 
rich, natural “paper” colors and beau- 
tiful craftsmanship lend exceptional 
decorative appeal to every window. 


VISIT OUR SHOWROOMS 
OR WRITE TODAY FOR 
COMPLETE CHRISTMAS CATALOG 


34 Colors, including: Christmas Red, 
Victory Blue, Christmas Green. 


in f 
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FOR YOUR 
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TINSEL DRAPE 


Silk Screen—1 Color—9’ x 18’ 
Smart, all-over tinsel design in 
drape form on Christmas Red, 
Christmas Blue or Green back- 
ground. 9’x 18’. Per Roll $10.50 
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—Ilt won't be long now until "Cold Wave" notices make the headlines 
and the thoughts of shoppers turn to snow sports. The displays shown 
here catch the tempo of winter outdoor fun admirably, while the settings 
range from the ultra-simple to the utmost in display staging. . . . Typical 
of the latter are the three windows pictured in the left-hand column, all 
the work of Laszlo Gabor, Kaufmann Department Stores, Pittsburgh. 
Gabor describes the technique used as "a sincere naturalism in a con- 
centrated manner—best shown in the ski-hut interior." Note the fine at- 





tention given to details. . . . The display shown at the upper right is 
by R. Elfreth, Bowman & Co., Harrisburg, Pa. . . . Another exceptionally 
"natural" display is at the right center, the work of H. Garfinkel, George 
H. Peck Company, Kansas City, Mo. The ski-tow in the foreground is 
continued in perspective on the background. This window won first 
prize in its classification at the recent convention of the International 
Association of Display Men. ... The final display is by Everett Quintrell 
Elder & Johnston Company, Dayton, Ohio— 
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ZEPPEN-FIELD 
HOLLYWOOD 


presents a brilliant line of 


HISTORICAL and CHARACTER 
FIGURES 


in Miniature and Life-Size, authentic in Design and 
Color, full-round, made of Composition or Papier- 
Mache. 


If you have been seeking an outstanding Christmas 


display attraction, investigate at once. 


DICKENS CHARACTERS sold individually or in 
four sets. Carol Singers, Coach Set, Visitors, and 
Shoppers Sets from 9 to 22 inches high in miniature 


or in actual Life-Size. 


ALL-AMERICAN CHRISTMAS available in five 
groups of American History figures, Puritan, 
Colonial, Early 18th Century, Civil War, and Gay 
Nineties, up to 32 inches in height. 


CHRISTMAS FETE, unusual designs for high-grade 
displays, lavishly decorated Grenadier, Gondola, 
Unicorn and two sets of Gift Carriers up to 60 
inches in height. 


GEORGIAN CHRISTMAS attractively designed 
and colored from the early Georgian theme, intro- 


duced by the Shoppers, Visitors, and Tree-Trim- 
mers Sets, up to 24 inches high. 


Write or Air-mail for further infor- 


mation. Pictures sent on request. 


W. M. ZEPPEN-FIELD STUDIOS 
1057 N. La Brea Ave. 
Hollywood, California 
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Doint Of Purchase Advertising 


By RUSSELL Z. ELLER, Advertising Manager* 


California Fruit Growers Exchange, Los Angeles 


All of us have heard stories about the 
runt of the litter which into robust 
porkerhood and earned blue ribbons at the 
State fair, and of the ugly duckling girl 
who finally got a chance, won a beauty con- 


grew 


test and became a movie star. 

These analogies seem very appropriate in 
introducing the subject of display material, 
or point-of-purchase which [| 
consider a more fitting nom de plume. 

I don’t know that point-of-purchase adver- 
tising was ever an ugly duckling but while 


advertising, 


the other mediums of advertising have been 
partaking of the life-giving space and time 
nourishment, the runt has literally brought 
up the rear. 

The persistent little fellow has 
thriving 
proudly holds his head up among 
patriots. He has won some blue ribbons and 
will win In the time allotted | 
at best discuss only the basic fundamentals 


survived, 
and 
his com- 


however; in tact, he is now 


more, can 


of point-of-purchase advertising. In doing 
this I shall express my personal opinion on 
the subject. 

More knowledge oi the 
power of advertising mediums is a_ full 
knowledge of their limitations. Any medium 
which delivers sales messages to people has 


important than 


Pacific Advertising Clubs 


Calif 


before the 
Santa Barbara, 


*Address 
Association, 


Terere! drugs 3 CROW 


DRUG STORES 


merit. But regardless of its potency it has 
definite limitations. 

The extent and effectiveness of its use is 
therefore wholly dependent on a full knowl- 
edge of its characteristics. 

All advertising attempts to interest the 
consumer through an exposition of the 
product's value. It attempts to select the 
prospects. Media suited to that 
The advertising is scheduled to 


best best 
job is used. 
reach the prospects when they are most sus- 
ceptible. The latter is especially important 
and is employed effectually in many lines. 
Manufacturers of home canning supplies, 
such as fruit jars and accessories, concen- 
trate their advertising to reach prospective 
users at the time when the need for this 
equipment is present in their minds. “Swim 


—These installations of Sunkist material were 
accurately checked for actual sales increases 
which could be attributed to the point of 
purchase materials. The display for Sidney's 
restaurant, Kansas City, Mo., at the upper 
left increased Sunkist sales by 250 per cent; 
the window at Schalz's, Aurora, Ill., brought 
about a 200 per cent increase; the Crown 
drug Company display in Kansas City, Mo., 
showed a lift of 1,400 per cent, and the 
grocery display at the lower right, from 
Kansas City, Kan., increased sales by 100 
per cent— 


MEATS § 


it 


Mira 


——=————— 
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suit” advertising is timed to the sun. These 
are examples of seasonal products. How 
about products of year ‘round use, such as 
foods, auto tires, drugs? 

No matter what the product, there are 
times when the prospect is susceptible, or 
let us say “in the buying mood.” That state 
of mind is at its height when the buyer is at 
the point of purchase, in the hardware store, 
the drug store, or the food market. She came 
there with an open mind, if not with the 
firm intention of buying something. 

The magazine's “tower of strength” is its 
ability to do an educational job—space, leis- 
urely reading and editorial support combine 
to inform the reader thoroughly on the prod- 
ucts advertised. Yet all this happens when 
the mood to buy is relatively inactive, de- 
spite receptivity of mind. The desire to 
buy may have been inspired but the fact 
remains that the woman is at home and the 
goods advertised are in the store around the 
corner or even blocks away. That is a 
limitation which magazines share with other 
advertising media. 

It will always be thus until women go 
down to the retail store to read their maga- 
zines like little boys go there to read “Super- 
man” comic books. Just imagine a grocery 
store cluttered with housewives sitting all 

[Continued on page 46] 
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BRANSBY & HEWITT 


ANTLOUNTICES .. . 


effective immediately, Bransby 
& Hewitt, Inc., will distribute 
exclusively the 3 dimensional, 
precision molded, pure white 


HEWITT 
Display 


LETTERS 


Hewitt Display Letters are avail- 
able thru all distributors of 


Gaal Call 


display advertising mate- 
rials from coast to coast 


For name of nearest dealer 
and descriptive folder 


WRITE TO 


BRANSBY & HEWITT unc. 


921 WEST 23rd STREET 
NEW YORK, NEW YORK 








30 DISPLAY WORLD SEPTEMBER, 1941 


Display Merchandising .. . 


By De aaa a: 





—tThis is a suggested post decoration for 
immediate use, promoting the idea of 
buying now before prices are higher. A 
large cut-out autumn leaf is used to 
make the decoration seasonal and as a 
surface on which to paint the lettering. 
The cut-out owl dramatizes the "Be 
Wise" slogan— 




















—Here is an idea that can be used above the 
shelving of your infants'-wear department. "'Stork's 
Nest" is a clever name for such a department and 
would look well if painted on a natural finish 
board with ends sawed to represent splinters. The 
stork can be cut from wall board and mounted 
on an imitation chimney with straw on top to rep- 
resent the nest— 























—This idea is good for use as 
shelving around a post. This set- 
up is decorated in peasant de- 
signs. It can be used for stock, 
selling, and display of peasant 
wares. The same treatment is also 
practical for gift wares, books, 
etc.— 


—Here we show a table-top dec- 
oration for glassware. The cut- 
out arch is a combination decora- 
tion and sign. This can be used 
for other lines of merchandise by 
changing the wording. Where the 
sign is seen from both sides it is 
best to have two cutouts placed 
back-to-back with white cardboard 
between— 
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CRYSTAL-CLEAR 


am PLEAIGLAS 


DISPLAYS 


BY FREDERIC WEINBERG 


Now—before you order the displays to 
sell your fall and Christmas merchan- 
dise—see the latest PLEXIGLAS displays. 
Their jewel-like clarity and graceful 
curves will give a clean, modern touch 
to your counters and windows. They'll 
give life to sheer stockings and add spar- 
kle to accessory and handbag sections. 

They'll give you long service, too, 
for PLEXIGLAS is hard to break and can- 
not discolor, even in your sunniest store 
window. And PLEXIGLAS displays are 
made in all sizes and shapes to fill your 


every display need. 





Write for our new twelve-page 
booklet packed with pictures of 
PLEXIGLAS displays identified by 
the new Genuine PLEXIGLAS tag. 











THE CRYSTAL-CLEAR 
PLASTIC FOR QUALITY 
DISPLAYS 


PLEXIGLAS is the trade mark, Reg. lL. 5. Pat. 
Off., for the acrylic resin thermoplastic sheets 
manufactured by the Rohm & Haas Company. 


ROHM & HAAS COMPANY 


WASHINGTON SQUARE, PHILADELPHIA. PA. 
Manufacturers of Leather and Textile Specialties and Finishes . 


- Enzymes . . Crystal-Clear Acrylic Plastics . Synthetic insecticides. Fungicides. . and other Industrial Chemicals 
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Major Defense Promotion 
Gets Under Way 


As this issue of DISPLAY WORLD goes 
into the mail the “Retailers for Defense,” 
national retail demonstration, is getting un- 
derway—backed by magazines, newspapers, 
radio, advertising services, and display in 
varied forms. It is an ambitious promotion 
and a worthy one. But in a broader sense, 
the actual “week” devoted to “Retailers 
for Defense” during September 15-20 is only 
the beginning—the “official send-off” in the 
defense savings drive, in which display must 
play an increasingly important part. 

As for the “week” itself, such magazines 
as The Saturday Evening Post, Life, Har- 
per’s Bazaar, and Vogue are participating in 
the publicity. The SEP is carrying a double- 
spread in color to extoll the part of the re- 
tailer in the national defense program, as 
well as furnishing blow-ups and the like for 
local use. Harper's is using defense and 
the women behind defense as its principal 
theme in the September 15 issue, is sponsor- 


fr? 


VACATION BOUND = 
FASHION PARADE 


$10 BE EID IN OUR TEAROOMS 


Al 3PM 
(oe mencten WAS OCL B's 


Newralions B+ ss 
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FROM PLATFORM 
SOLES TO SMART 
MUDGUARDS 
IN NEWEST TONINGS 
EACITINGLY TRIMMED. 


—This varied group of show cards represents the type of window posters 


ing a national broadcast in which “Retailers 
for Defense” will be given ample mention, 
and is running several pages in which this 
promotion will be played up. Vogue and 
other publications are likewise contributing. 
The Meyer-Both Company has released 4,000 
eight-page brochures prepared by the Na- 
tional Retail Dry Goods Association, to 
newspapers throughout the country. Metro 
Associated Services has prepared a series 
of articles on the “Retailers for Defense” 
theme. The United States treasury has ar- 
ranged for news reel companies to carry 
scenes appropriate to the subject. The 
treasury department has also arranged with 
800 radio stations to devote time to the 
sale of defense stamps in connection with 
the week. The Columbia Broadcasting Com- 
pany is donating facilities for cost-to-coast 
broadcasts to publicize the idea. 

All this means that “Retailers for Defense” 
will be a title familiar to everyone within 





the week. But it must not be forgotten th: 
from the standpoint of defense stamps sale 
it is only the beginning. The retail fiel: 
has definitely enlisted its close cooperatio: 
in the defense savings drive and thousand 
of stores are selling the stamps today. 

As for display, in addition to the windoy 
and interior set-ups which store displayme: 
will evolve for themselves, the U. S. Treas 
ury department has granted its official ap 
proval to a display plan worked out by A\! 
Bliss, president, Bliss Display Corporation, 
4600 West 34th street, New York City, and 
has emphasized its merchandising and atten- 
tion-getting potentialities. The display itseli 
is built around “Uncle Sam, Jr.—America’s 
smallest man for America’s biggest job.” 
As indicated by the title, the principal figure 
is a living Uncle Sam, seen through a re- 
ducing lens and apparently only 3 inches 
in height. But the idea as OK'd by the 
treasury department goes much farther. 
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) actual operation, Uncle Sam, Jr., will 
act as chief recruiting officer of a nation- 
wide network of Junior Defense Savings 
Clubs, with community headquarters for 
each city located at one prominent store. 
\ll of the boys and girls of the community 
will be eligible for membership without dues 
or fees of any kind, and will be enrolled 
with a personal message from Uncle Sam, 
Jr. There will be special souvenir defense 
savings albums, club buttons and _ badges, 
official awards of merit for defense services 
—all, including the Club itself, bearing the 


name of the sponsor store. These Junior | 


Defense Savings Clubs will have defense 
savings as their backbone, but they are also 
planned to be adapted to every patriotic 
manifestation during the national emer- 
gency. 

Going much farther than the usual display 
promotion, the plan dramatizes the defense 
savings Campaign to the youth of America, 
immediately and appreciably increases the 
sale of defense savings stamps by retail 
stores, and at the same time provides the 
store an opportunity to deliver a thorough 
and permanent public relations job for 
themselves at very little cost. 

Among the virtues of the campaign are 
the simplicity with which it is launched and 
the ease with which it operates. The dis- 
play itselfi—Uncle Sam, Jr.—is delivered in 
one complete package on a rental arrange- 
ment, and is installed quickly and simply. 
But also the store receives a complete public 
relations campaign in the same package. 
The entire community drive is delivered 
“ready-made” with the display. Press re- 
leases; stunts; letters to the governor and 
mayor; the texts of their proclamations; 
tie-ups with the board of education, women’s 
clubs, Boy Scouts, and other civic bodies; 
ad copy and layouts—everything is included. 

The reducing lens is of course not new in 
display; it has been used before, but never 
has it failed to attract—in many instances 
such displays have outdrawn the total popu- 
lation of the communities in which they 
were used. The personal participation in- 
volved in the Uncle Sam, Jr., defense dis- 
play gives it an immense added attraction 
to the juvenile mind. 

The campaign is something of a pioneer- 
ing effort; for the first time it brings to- 
gether in dramatic form the two somewhat 
separated fields of display and public rela- 
tions. It makes the display an actual “public 
relations product” at the heart of a campaign 
that engages the activity and interest of an 
entire community. This type of campaign 
opens new vistas in display and seems to 
lead directly to the use of display services 
and talents in fields that have not before 
been tapped and which promise unlimited 
opportunities. 





Distributors’ Association 
Receives Charter 

(he National Association of Display Dis- 
tributors, formed in June at Chicago, has 
been granted a charter from the District of 


Columbia. Arrangements are being made 
for a permanent office in the nation’s capi- 
ti I. T. Vierheller, Garrison-Wagner 
Company, St. Louis, is president of the 


N. A. D. D. 
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ENT-BOARD 








Stylized bent panels of Hardboard—BOTH sides smooth—BOTH 
sides usable. Designed for modern construction of window back- 
grounds . . . department treatments . . . ledge units . . . counter 


displays . . . exhibits. 


The 11 styles of BENT-BOARD shown are available in 10 and 12 
foot lengths . . . ready for immediate delivery.. BENT-BOARD 
takes a smooth finish (both sides) no matter what type of paint 
material is used. Easily cut . . . assembled . . . finished . . . in- 
stalled, BENT-BOARD affords lightning changes, the utmost in 
design possibilities, the most modern treatments. 


Ask your local display material dealer about BENT-BOARD or 
write direct to us. 


HARVE FERRILL & CO. 


National Distributors 
2635 SOUTH WABASH AVE., CHICAGO, ILLINOIS 
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The International Association of Display 
Men published its first edition of “Display 
News,” an association bulletin, on Septem- 
ber. 1. For quite awhile, national head- 
quarters has been urged to inaugurate this 
publication. Being the editor, I can hardly 
be expected to comment as to whether the 
issue was good or bad, but will appreciate 
the frank opinion of any of our members. 

\ number of interesting features procur- 
able at no cost through the courtesy of 
national manufacturers has been distributed 
to our members for the use of local display 
club meetings, and we will be glad to assist 
any: local club that is not affiliated with the 
ISA. D. M. with the same information. We 
sfall have more of these entertainment fea- 
tures shortly. 

Having pretty well completed the survey 
to manufacturers regarding their opinion as 
to where our next convention should be held, 
Joe McCann, association president, and | 
made a trip to St. Louis over the week end 
of August 23. The boys in St. Louis were 
very much enthused and have made plans 
for entertaining the I. A. D. M. there next 
year which undoubtedly will constitute the 
greatest entertainment program that I have 
seen offered to an I. A. D. M. convention. 
Our president was presented with the fol- 
lowing letter: 

August 25, 1941. 
Mr. J. B. McCann, President, 
International Association of Display Men, 
402 Evening Star Building, 
Washington, D. C. 
Dear Sir: 

We, the 1942 convention committee of the 
St. Louis Club, in order that no intention 
on our part may be misconstrued, desire to 
inform the board of directors of the I. A. 
D. M. that we may be counted on 100 per 
cent to elevate Mr. Ray Parks, display man- 
ager of the Leavitt Stores, Manchester, N. H., 
and present first vice-president of the I. A. 
D. M., to the next president of the asso- 
ciation. We will also support further rec- 
commendations of the board of directors and 
we do earnestly request with the feeling of 
good fellowship and in the interest of the 
association that the officers and members 
of the board of directors of the I. A. D. M. 
go on record immediately, deciding that the 
1943 convention be held in New York City, 
providing harmony exists throughout the 
vear and that New York at that time has 
an afhliated club comprised of a membership 
truly representative of the display profession 
of that great city. 

St. Louis Convention Committee. 
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I.A.D.M. News... 


By JOHN L. KING 





Managing Director 


Thomas Kenna, Famous-Barr Company ; 
William Schrick, Scruggs-Vandervoort-Bar- 
ney; Dave Estes, Bond Clothes, Inc.; John 
Stoppenbrink, Williams Shoe Company ; Jos- 
eph Chadwick, Famous-Barr Company; Jos- 
eph Kennedy, Scruggs-Vandervoort-Barney : 
Otto Lasche, Kline’s; John Woolf, Stix- 
Baer-Fuller; Syl Rieser, Garrison-Wagner ; 
Roland Spies, Bader’s. 

Copies of this letter will be made and for- 
warded to the board of directors with the 
recommendations of our president, chairman 
of the board of directors, and secretary that 
this be adopted. We will then refer the 
decision to our New York exhibitors who 
have so seriously objected to St. Louis as 
our next convention city with the sincere 
hope and expectation that they will accept 
the decision as a compromise. 

It must be remembered that two of our 
St. Louis exhibitors put on a larger show 
than any exhibitor from New York and that 
the active membership of the I. A. D. M. is 
comprised of displaymen and not manufac- 
turers. St. Louis has the largest paid-up 
membership of any club in the United States 
and for this reason deserves the next con- 
vention. It must also be remembered that 
New York did not have a very strong rep- 
resentative membership when the selection 
of a convention city was made. We do ex- 
pect the New York Display Club to make 
greater strides this year and be in a very 
good position to handle the convention in 
1943. It is also notable that it is seldom 
possible for a local club to offer the enter- 
tainment features that St. Louis offers. 

The St. Louis club has by its proclamation 
eliminated all chance of the influence of its 
powerful membership being considered a 
political issue and if the board of directors 
accept and approve their magnanimous rec- 
ommendations the New York group who 
were justified in their complaint can feel 
that their cause has been justly considered. 
\ bird in the hand is worth two in the bush 
so they can start now to plan for an out- 
standing convention in 1943. 

I am happy to be able to say that as far 
as this office is concerned the name of no 
manufacturer involved has been disclosed, 
with the thought in mind that the reaction 
of I. A. D. M. members and others who are 
regular in attendance at our convention may 
have been unfavorable against those who 
objected to the original selection of our 
board of directors. 

This administration under J. B. McCann 
has always tried to work with the manufac- 
turers and do that which would benefit them 
the most. This was proven by reduced 
prices in exhibit space for the last two years. 


We feel now that we have accomplishe: 
great deal for the New York group of manu- 
facturers who objected to St. Louis and hope 
that they can realize the value of what has 
been accomplished in their behalf. 

This should eliminate any doubt that 
members may have harbored that St. Louis 
had any political motive connected with their 
huge membership and exhaustive efforts to 
obtain the 1942 convention. The magnani- 
mous attitude displayed in the contents oi 
this letter, with regard to their recommen- 
dation to the board of directors that the 
1942 convention city be named as New 
York, should go a long way toward settling 
the feeling of unrest among some of our 
exhibitors. 

It has probably been very noticeable sinc 
the beginning of this administration that 
we have tried in every way possible to work 
with the manufacturers, and as this recom- 
mendation of the St. Louis Display Guild 
meets with the approval of President Mce- 
Cann, Chairman of the Board of Directors 
Erwin A. Hiffman of St. Louis, and your 
secretary, in my opinion it would be ver) 
unjust for any of our exhibitors to say that 
the administration had not been doing its 
best to make conditions pleasant for them 

Nations in this hemisphere have learned 
that a great deal can be settled by parley. 
as have the states of our nation. Because 
one state does not receive everything that 
it lobbies for in the first year that it begins 
to endeavor to obtain that objective, it is 
not becoming of them to consider anything 
such as secession. This was demonstrated 
in 1861 by our own Civil war. Our natio1 
would have been much better off without 
this upheaval if they had _ been learned 
enough at that time to settle the matte: 
by arbitration. 

Likewise, the I. A. D. M. and manufac- 
turers of supply materials for displaymet 
will be much better off if they settle this 
argument without further dissention. For 
my part, if the board of directors approves 
the appointment of New York as the 1943 
convention city, I will feel that we have 
actually been able to do a great deal to: 
those complaining exhibitors who preferred 
New York to St. Louis for the 1942 conver 
tion. 


A number of our committees for researc! 
in various branches of the display industry 
are now functioning and in a short time w« 
will be able to conduct more surveys tha! 
have ever been made before. It is our aim 
to uncover everything possible that can !e 
of help to the displaymen. The complete 
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sults of these findings will be published 
the association paper, “Display News.” 


“Display News” does not accept advertis- 
ing of any kind. It is a paper published free 
ot charge and for the benefit of our mem- 
bers of the I. A. D. M. We will, however, 
be glad to receive and publish announce- 
ments of any new materials or equipment 
that can benefit our members. 

With each copy of “Display News” for 
this month, the announcement was made 
that we have been receiving requests for 
instructors through Everett Quintrell, our 
chairman of distributive education. These 
requests come from all parts of the country. 
Quintrell will be glad to hear immediately 


from non-members of the I. A. D. M. who 
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The Glass tbat bende 


EN DESPEAWS THAT STOP THE SHOW! 


are interested in teaching, as the school term | 


is about to start. He can be addressed in 
care of Elder & Johnston Company, Dayton, 
Ohio. We hope to supply an outline by 
which these courses can be taught and a 
number of lectures that can be used as a 
text. This should be of great assistance to 
each instructor. 





Remember, any item of interest to our 
members will be gladly accepted, so address 
any suggestions for “Display News” to 
I. A. D. M. Headquarters, 402 Evening Sta 
building, Washington, D. C. 


In the general meeting preceding the elec- 
tion of the 1941 convention in Chicago, a 
motion was made and carried that each of 
the past presidents of the I. A. D. M. be 
awarded a life membership card. As our 
records do not go back to the beginning of 
the I. A. D. M. it was necessary to call upon 
the assistance of R. C. Kash, editor oft 
DISPLAY WORLD, to determine each of 
these gentlemen. The following is the list 
naming the presidents over the years from 
1898 to 1941. As the I. A. D. M. does not 
have the addresses of all of these past presi- 
dents it was suggested that anyone who is 
entitled to a life membership card by this 
motion contact I. A. D. M. headquarters, 402 
Evening Star building, Washington, D. C., 
and we will be very glad to include his 
name among those to whom the cards are 
distributed. 

Presidents of the I. A. D. M. 

l. Chas. S. Griffith... Aug., 1898-Aug., 1899 
Charles A. Stevens & Bros., Chicago 
(The association was then called 
National Association of Window 

Trimmers of America.) 

2. Fred W. Campbell... Aug., 1899-Feb., 1900 
H. C. F. Koch & Co., New York City 

3. Chas. W. Morton... Feb., 1900-Aug., 1902 
Weinstock, Lubin & Co., 

Sacramento, Calif. 

+. Edw. N. Goldsman. Aug., 1902-Aug., 1904 
Fresno, Calif. 

5. Otto F. Rempke 
Omaha, Neb. 
John C. Graham... Aug., 1905-Aug., 1906 
Almy, Bigelow & Washburn, 

Salem, Mass. 
Edw. O'Malley 
Hot Springs, Ark. 
H. J. Rutherford 
Muscatine, Iowa 
C. B. Grover 
Ottawa, III. 
[Continued on page 61] 


Aug., 1904-Aug., 1905 


Aug., 1906-Aug., 1907 
Aug., 1907-Aug., 1908 


Aug., 1908-May, 1909 


all 


| i 
| Sod - - 
al —=- — 
~~ 
: en : — ete 


Gold Flexglass Scroll back- 
ground, at New York Auto 
Show; built by Scientific 
Eng. Co. Peach, Green and 
Blue used for others. 
(Photo: Frank Randt, N.Y.) 





Use Flexglass whenever you want exotic, eye-stopping displays. Use it for back- 
grounds, columns, niches, panels, fixtures, etc. Peach, green, blue and gold Flexglass 
were used in these displays...scintillating, quality settings for a proud new 
product. Flexglass is real glass in thirty colors and patterns . .. glass that can be 
applied, inexpensively, to curved surfaces, concave as well as convex... and 
Flexglass can be used outdoors as well as indoors. Installation is simple and speedy 


because Flexglass can be cemented to any smooth, hard surface. Send today for 


free sample card showing 30 colors and patterns. 


UNITED STATES PLYWOOD CORPORATION, 103 PARK AVENUE, NEW YORK 


Manufacturers of Flexwood 


Flexwood and Flexglass are manufactured and marketed jointly by The Mengel Co., Louisville, Ky., 
and United States Plywood Corporation. 








The two displays chosen show how very 
much variation can be had by working the 
same simple method of animation and light- 
ing into the design of entirely different types 
of displays. One is a small window display 
and the other a full-sized exhibit booth. 

The American Can Company booth is in- 
teresting from the standpoint that it is the 
first major display booth ever built for this 
company on the Pacific Coast. A_ special 
representative came to San Francisco ex- 
pressly to locate a display builder that 
would design and build such a display. 

It was designed to be adaptable to spaces 
of different widths ranging from 10 feet to 
20 feet in width. The background panels 
are built to telescope from an overall size 
of 20 feet down to 10 feet and may be ad- 
justed to any size desired between the two. 
The side walls also telescope to different 
depths, and the center counter can be elimi- 
nated to conserve space. 

The central unit revolves, and as it turns 
the arrows pointing to each display shelf 
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Display Studio broblems 


SIMPLE LIGHT AND MOTION 





By WILLIAM SANFORD 


William Sanford Display Advertising, San Francisco 


of containers light up. The transparencies 
describing the containers indicated also light 
up one at a time. The operation is simple 
but effective. 

The entire display is finished in shades of 
forest-green high-gloss lacquer, with a rich 
brown at the base. It fits into shipping 
cases for transporting and will be used at 
the San Francisco Food show in October. 

The other display is a turntable job, also. 
As each sock-form centers up, the panel 
showing the price of each pair lights up. We 
have built many displays of this type for 
the manufacturer direct. They are then 
placed in advantageous spots at the point- 
of-sale. 

In choosing these two displays to discuss 
from the many we have on record we were 
influenced by the belief that all advertising 
displays are greatly enhanced by the use of 
light and motion. But through experience 
we have learned that this illumination and 
mechanism must be kept simple to operate 
and maintain. 
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Many times displays built in our plant a 
shipped to other cities and used many times 
before coming back to our shop. It is esse: 
tial that they operate simply enough so that 
they may be cared for by oiling or minor 
repairs. It is disastrous to build a display 
so complicated that only one man_ under- 
stands how to operate it. 

The mechanical principle used in both 
the hosiery display and the American Can 
Company display is one of the simplest pos- 
sible, consisting of a central cylindrical 
shaft with copper bands at different heights. 
As the turntable revolves, copper brushes, 
connecting with the arrow and counter that 
are to light at the same time, make the con- 
tact on the shaft ‘and as they reach the end 
of the band where the break is the lights go 
out, and the next one makes the contact. 

This system is so easily cared for that if 
the unit is constructed right, using good 
materials, it should hold up for a long time 
with a minimum of servicing. 

We are thoroughly in accord with the 
trend towards simplicity in the designing 
and building of advertising displays as in 
all streamlining of today. By keeping our 
lettering simple and clean-cut and _ the 
amount of copy down to a minimum the ef- 
fectiveness of the entire display is increased. 

We have found that the most effective 
way to solve our customers’ “display prob- 
lems” is to keep simplicity in mind in plan- 
ning and designing their displays. 





Milwaukee Display Club 
Hears Carl Haecker 





The principal speaker at the August 19 
meeting of the Milwaukee Display Club was 
Carl V. Haecker, national display director 
for Montgomery Ward & Co., Chicago. Fifty 
members were present to hear his discussion 
of “Bringing the Customer to the Merchan- 
dise.” 

The committee responsible for sketches 
and plans to be submitted in the local Christ- 
mas street decorations contest, sponsored by 
the Downtown Association, announced the 
completion of their work. The following 
individuals are participating: Clinton B. 
Clark and Laurel La Plante, Boston Store; 
Jack Fleming, Hartwig Studios; Dave Os- 
lund, Dave Oslund Displays, Inc. 

The Milwaukee club joined with the Chi- 
cago display organization in a visit to the 
newly opened showrooms of the Garrison- 
Wagner Company in Chicago on September 
8. The club is planning a number of novel 
and interesting events for the fall and win- 
ter months. 


—The simplest kind of light and motion is em- 
ployed in these two displays. A full explana- 
tion of the application is given in the article 
accompanying— 
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CHRISTMAS VILLAGE 
REYKOTE 


107 IN. WIDE 
12 FT. LONG 
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DISPLAY MATERIALS 
yor CHRISTMAS /0-/ 


SEE THESE THREE STAR HITS 
AND OUR OTHER HEADLINERS 
ON DISPLAY AT YOUR 
DISPLAY MATERIALS 
SUPPLY HOUSE. 


THE REYBURN MANUFACTURING CO., Inc. 
PHILADELPHIA, PA. 


SHOWROOMS: 1100 So. WABASH, CHICAGO 8 W. 36th ST.. NEW YORK CITY 





















Features Available 
For Display Clubs 


The International Association of Display 
Men has compiled a list of various enter- 
tainment and educational features made 
available for the use of local display clubs. 
While the list is not necessarily complete, 
its diversity provides for practically any 
form of club program. 

Listed below are the names of the different 
companies, the type program offered, and 
relative information. Local clubs should 
contact the companies direct. 

Celluloid Corporation, 180 Madison ave- 
nue, New York City; W. K. Woodruff lec- 
tures on cellulose acetate plastics, from their 
Chicago office, and U. S. Avery lectures 
from their New York City office. Ample 
time ahead must be given these men to ar- 
range their program. For films on plastics 
contact Modern Plastics, Chanin building, 
New York City. They have a sound film 
in technicolor. 
hevrolet Motor Division, General Motors 
Sales Corporation, Detroit: A number of 16 
millimeter films can be secured from L. H. 
Pomeroy, Department of Public Relations, 
General Motors Corporation, Broadway at 
th street, New York City. Requests for 
ms should include the name of the organi- 
tion, address, desired date, alternate date 


if possible, anticipated attendance and name  400-foot reels with a total showing time of 


and size of film or films desired. For names 
of films write L. H. Pomeroy 

Campbell Soup Company, Camden, N. J 
A 16 millimeter technicolor motion picture 
with sound. Edwin C. Hill does the nar- 
rating; the film takes one-half hour to run. 
Must have own projection equipment. The 
only charge is tor return postage. 

RCA Manufacturing Company, Inc., Cam- 
den, N. J.: Three films are available. “Tele- 
vision” and “Airwaves” are both 16 milli 
meter pictures, with sound, requiring 10 
minutes to show. Another film, called “Un- 
seen Worlds,” describes the operation and 
use of the RCA electronic microscope. Send 
first, second and third choices of showing 
dates to William F. Ganz, 19 East 47th 
street, New York City. You will be notified 
promptly of the exact date reserved for your 
use. No rental charges will be made to any 
non-theatrical user. Thirty-five millimeter 
safety prints of the first two mentioned films 
are also available. 

Pittsburgh Plate Glass Company, Grant 
building, Pittsburgh: Sixteen millimeter 
silent motion picture films dealing with the 
manufacture of glass products are available. 
A complete set of these films comprises five 


approximately one hour and ten minutes 
Write R. B. Johnston, advertising depart- 
ment, Glass Division, at the above-mentioned 
address 

Nashua Manufacturing Company, 40 Worth 
street, New York City: A two-reel 16 milli- 
meter silent film, entitled “Cotton from Seed 
to Cloth,” is available. Requests for this 
film should be addressed to Films of Com- 
merce Company, 21 West 46th street, New 
York City, and considerable advance notice 
should be given. 

John B. Stetson Company, Philadelphia: 
Silent motion picture film showing how Stet- 
son hats are made from the fur to the com- 
pletion of the hat. Also the Hat Institute, 
1123 Broadway, New York City, has a very 
attractive modern film. 

The Coca-Cola Company, Wilmington, 
Del.: A twenty-minute technicolor film en- 
titled “Refreshment Through the Years” 
deals with the history of the carbonated bev- 
erage business. This is released under the 
sponsorship of the local Coca-Cola bottler, 
who should be contacted. It is a suggested 
program for luncheon meetings. 

The Sherwin-Williams Company, 101 Pros- 


[Continued on page 48] 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS =z 
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“iy —Bright, sparkling color: 
f make this Seidner's mayon 

naise jumble-basket stand 
out. The back panel is litho 
graphed in four colors. Cre 
ated and lithographed by 
Forbes Lithograph Company 
Boston, for Otto Seidner 


Inc., Westerly, R. I.— 


oul make a PEA 
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—This Houbigant display is 
a sure eye-catcher, combin 
ing novelty with graceful de- 
sign. Built by Copeland Dis- 
plays, Inc., New York City— 
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Lekddhih “- —An actual cast-iron horse- 
ras shoe, tied in with "Here's 
Luck," gets preferred posi- 
tion for this Grain Belt beer 
backbar sign. The unit is 
made of wood, cut out and 
designed to give prominence 
to the label and trade-mark. 
Desiqned and made by Kay 
Displays, Inc., New York City, 
for the Minneapolis Brew- 
ing Company— 







» the 
MAYONNAISE 
MAY MAKES 
THE SALAD 

















—Down off the shelf to oa 
place beside Mrs. Shopper's 
elbow comes Rumford bak- 
ing powder, via this giant 
floor stand. The product 
package is allowed to tell 
the whole sales story. Creat- 
ed and produced by Forbes, 
for Rumford Chemical 
Works, Rumford, R. |.— 
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—Austin & Austin, New York 
City, has created a new type 
of beer scraper holder which 
enables brewers to obtain 
bar display for bottled beer. 
The gleaming black base is 
moulded of Bakelite phenolics 
and accommodates the bot- 
tle in front and a white urea 
cup for beer scrapers in the 
rear— 


—The public is always ready 
to listen to a hint to ‘Take 
it Easy,” the theme of Hiram 
Walker's current window dis- 
play featuring "Ten High.” 
The idea is well illustrated 
by the man in a smoking 
jacket, relaxing in a large 
easy chair— 





—This clever two-piece dis- 
play fits around a ‘South 
Wind" car heater and makes 
the merchandise an integral 
part of the unit. One piece 
reproduces the mast and sail, 
the other shows the boat it- 
self. Created and _ litho 
graphed by Forbes, for Stew 
art-Warner Corporation, Chi- 
cago— 
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Defense Bonds Offered 
In Display Contest 

iiarper’s Bazaar is sponsoring a national 
window display contest, the winners of which 
will be awarded national defense bonds of a 
substantial nature. The requirements for 
the displays include use of the “Retailers 
for Defense” posters available from the Na- 
tional Retail Dry Goods Association, 101 
West 3lst street, New York City, a blow-up 
of the Harper’s Bazaar cover for the Sep- 





tember 15 issue (obtainable free from the | 


address given below), and merchandise ad- 
vertised in the same issue of Harper's. 

Photographs should be mailed not later 
than Monday, September 22, to Harper’s at 
372 Madison avenue, New York City. 


West Coast Representative 
Appointed By Williams 


Duval Broun has been appointed by Jas. 
B. Williams, Inc., 498 Seventh avenue, New 
York City, to handle the West Coast terri- 
tory. His headquarters are located at 922 
South Alvarado street, Los Angeles. 
Display People 
In Merger 

Claude Adams, display director for 
Street’s, Oklahoma City, and Erna Ander- 
son, formerly in charge of display and ad- 
vertising for Field’s, Tulsa, were married re- 
cently. They will make their home in Okla- 
homa City. 








COMING UP! 


Moving Day—October 1. 
National Hardware Open House—Oc- 

tober 2-11. 

National Advertised Brands Week— 

October 2-12 (tentative date). 
National Furniture Week — October 

4-11 (tentative date). 

National Letter Writing Week—Oc- 

tober 5-11. 

Columbus Day—October 12. 
Girl Scout Week—October 26-Novem- 

ber 1. 

National Doughnut Week — October 

26-November 1. 

Navy Day—October 27. 
Hallowe’en—October 31. 
National Apple Week — October 31- 

November 6. 

Also held during October, but with 
no dates established as yet: National 
Business Women’s week; National Re- 
tail Grocers’ week; Automobile Show; 
Better Light-Better Sight week; World 
Series. 

National Author’s Day—November 1. 
National Art Week—November 1-7. 

National Horse Show—November 5-12. 
Official Speech Week—November 5- 


10. 

Father-And-Son Week — November 
10-16. 

American Education Week — Novem- 
ber 10-16. 


Armistice Day—November 11. 

Red Cross Week—November 11-30. 

Book Week—November 16-22 (tenta- 
tive date). 

Chanksgiving Day—November 20. 
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CURVO MODERNIZES FRONT OF CHICAGO 
STATE STREET DEPARTMENT STORE 


You, too, can add a smart, modern smooth cream-colored surtace ideal 


Proscenium front to your windows for painting and covering; and 3/32” 
and at a surprisingly low cost. 28-PLY BOARD with a special lami- 

R. R. Jerricho, display director of the nated surface in a full range of colors 
Boston Store, designed the above win- and woodgrain, marble and fabric re 
dow using four “J” shape CURVO _ productions. soth boards are formed 
panels. in “J,” “U,” and “S” shapes in 8 and 
10 ft. heights. Samples and complete 

CURVO is available in two thick- information are available at your re- 


nesses: 3/16” WALLBOARD with a quest. 


FABRICON DRAPES 


Pleating of satin by hand is old-fashioned! Fabricon 
Drapes does it for you! Fabricon Drapes is a fin- 
ished panel, ready-to-use, consisting of actual woven 
rayon satin, backed with white 4 ply board and 
moulded into a lustrous pleated drape effect, as 
shown at right. Sample and color chart containing 
a range of holiday colors rushed to you on request. 


PHOTO PICTORIALS 


Giant photo murals in a full assortment of subjects 
are now available for your holiday promotions. These 
murals are sharp blowups of actual photographs and 
are full of life-like realism. The window above con- 
tains a “Campus Scene” photo pictorial. 





FREE 32-PAGE XMAS BOOK 


and samples of all of these materials 
available at your request. Write today! 


GREGGORY, INC. 


10 EAST KINZIE STREET CHICAGO, ILLINOIS 


The Largest Exclusive Display Material Laminators, Processors & Manufacturers 














Papers @ Boards @ Fibres @ Fabrics @ Novelties @ Laminations @ Distinctive Displays 

















GLOSSI- 
ROLL 


DISPLAY 


is like an effective merchan- 


dising DEFENSE BOND .. . 


® it eliminates needless ex- 
perimentation 


it insures lasting interest 
it saves effort 


it is a wise investment in 
business promotion 


repare 


NOW for 
FALL. 


EXCELSIOR 


PAPER SPECIALTIES 


CO. INC. 
622 W. 57th Street, N. Y. C. 
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DISPLAY "REVOLUTION" 
[Continued from page 24] 


writer has heard for some time against this 
manner of thinking is the remark recently 
made by the merchandise manager of a well- 
known variety store chain, who said, “Why 
do we spend thousands of dollars, and time 
on end, trying to develop something new and 
different that nobody else has thought of? 
Rather, why don’t we select the people who 
are recognized as leaders in the various 
lines, and concentrate on improving their 
set-up? If we want to sell hardware, why 
don’t we sell it the way ‘so and so’ sells it? 
And if we want to sell curtains, why not 
sell them the way ‘so and so’ sells them? 
They are doing a fine job.” 

Sound reasoning, and well worth thinking 
about, don’t you think? 

And now further to illustrate the advan- 
tages of self-service and the results to be 
obtained by its adoption in department 
stores, let’s examine its possible effect on 
recognized demands on, and faults of, retail- 
ers in all branches. The following charts 
are familiar to most of you and it will be 
interesting to see what happens to them 
when we apply this new thinking. 


Why Customers Cease to Buy at a Store 
(Survey by University of Oregon) 


1. High prices 

2. Delay in service 

3. Poor quality of goods 

4. Indifference of sales people 

5. Haughtiness of sales people 

6. Errors 

7. Store arrangement 

8. Substitution of goods 

9. Tricky methods 

10. Over-insistence of sales people 

11. Wrong policies of management 

12. Misrepresentation of goods 

13. Reluctance to exchange goods 

14. Ignorance of clerks 

15. Poor advertising 

(From “Selling Mr. Consumer,” 

by C. Fredericks) 


It is scarcely necessary to point out what 
happens to reasons Nos. 2, 4, 5, 7, 8, 10, 12, 
and 14 when self-service methods are ap- 
plied. They are, in fact, almost entirely 
eliminated. And they represent 52 per cent 
of the reasons why people cease buying in 
your store. Amazing?—Yes. Difficult to 
attain ?—No. 


What Customers Want of Retailers 
(Department of Commerce of New England) 
% 
Better selection and variety 20 
Lower prices 14 
More courtesy 13 
. Wider service 12 
Better maintained stocks 9 
Better trained sales people 
Better quality merchandise 
Better displays 
Newer styles 
Fewer and larger stores 
Desire for cash and carry 
. Truth in advertising 
Modern merchandising methods 
(From “Selling Mr. Consumer 
by C. Fredericks) 


ANI 
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Here again it is most obvious that 1 
quirements Nos. 1, 3, 4, 5, 6, 8, 11, and 
are automatically fulfilled. And these re 
resent 68 per cent of the demands of yo 
customers upon you. Think it over. 
isn’t as far-fetched as you might suppos 

As stated before, although this self-ser 
ice method is most particularly adaptable 
basement stores, there are other departmer 
and other lines of merchandise to which it 
being applied very favorably. Several d 
partments in the upstairs store are to 
considerable extent subject to this more uw 
to-date and profitable method of handlin 
The following lines show the most improv: 
ment when it is applied: 

1. Notions department (almost in its e1 
tirety). 

2. Stationery department (excepting ex 
pensive desk sets, etc.). 

3. Drugs and cosmetics (especially na 
tionally advertised brands). 

4. Houseware department (almost in its 
entirety). 

5. Competitive 
gifts (especially 
impulse items). 

6. Competitively priced men’s furnishings 
(size and color assortments of ties, shirts, 


accessories and 
brands = and 


infants 
well-known 


hose, etc.). 

7. Men’s underwear (natural self-servic 
item if binned by size). 

8. Competitive cotton and rayon undies 
(less susceptible to soilage if binned). 

9. Inexpensive foundations (style and size 
assortment by bin important). 

10. Fashion accessories and sportswear 
(many new self-service fixtures available). 

11. Cotton and rayon hosiery and anklets 
(pick-up merchandise if binned by size and 
color). 

And these are not all. There are innu 
merable items in various departments 
throughout the store that should be given 
individual and careful consideration. Would 
they move better if they were out where the 
customer could handle them? Would it help 
if they were binned off by size and color, 
facilitating service? Would a mass appear- 
ance prove more inviting? And does the 
item, from a sales percentage angle, war 
rant the space devoted to it? 

Suppose that the answer to all of thes: 
questions signifies that a new set-up, mort 
accessible and more flexible, is required, and 
suppose that all the advantages of open 
displays as outlined are accepted as true 
What to do about it? 

There are two or three approaches to thi 
adaptation of the self-service principle open 
to department stores. Nationally known stort 
architectural firms, with years of experienc: 
in department store merchandising, organi 
zations such as Taussig-Flesch & Associates, 
Chicago, have recognized the trend and ad 
justed their methods to keep in step. Store 
service and store equipment organizations 
are interested and active in making availabl 
to department stores what has been denied 
them in the past. 

The approach to the problem that appears 
to be the most practical is the open “chal 
lenge” to store superintendents and displa) 
men to become more important cogs in th 
wheel than they have ever been in the pas! 
Particularly the displayman, since the sup¢ 
intendents, with their many problems 
maintenance and personnel, are in a le 
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ikely position for adopting new responsibili- 
ies. To the credit of these superintendents, 
t should be said, however, that they have 
veen responsible for most of the progress 
o date along these lines. 

3ut not rightly so. The time is at hand 
when displaymen must take the “bull by the 
iorns” and quit evading the issue. They 
must broaden their scope beyond a mere rou- 
tine of window trimming and take in the 
interior problem as well. For doesn’t it stand 
to reason that if merchandise is worth a 
display space in the window it also merits 
proper consideration in the interior of the 
store, at the point of sale, where the cus- 
tomer first comes into actual contact with 
it, where she definitely makes up her mind 
to buy or not to buy? 

Display managers of leading department 
stores and large chain organizations are be- 
ginning to place as much or more emphasis 
on the interior as on the windows. This 
does not mean that they are in any sense 
short-changing the windows, but rather that 
they are setting up more complete and inde- 
pendent units to work in closer conjunction 
with the merchandise managers in handling 
interior departments, counter, and case dis- 
plays—as witness the recent appointment of 
one of the country’s outstanding display ex- 
ecutives, John T. Chord, to the newly cre- 
ated position of interior display manager of 
Marshall Field & Co., Chicago. 

Among the important functions of these 





interior display units are those having to do 


with self-service or open display, principally 
as follows: 

1. Analysis of the sales value otf each in- 
dividual item or line, and allotment of dis- 
play space accordingly. 

2. Intensive study of the kinds of fixtures 
necessary to show the greatest amount of 
merchandise to the best advantage, and 
elimination of or proportion of out-moded 
and unnecessary glass cases, island units and 
wall shelving. 

3. Selection and installation of more re- 


cently developed counter set-ups, floor racks, | 


and merchandising units designed to make it 
easier for the customer to buy. 


4. Cooperation with the merchandise peo- 


ple in the various departments, constantly to | 


have out on display the necessary color and 
size assortments of all seasonal merchandise 
as well as staple lines. 


Knowing the advantages of self-service, | 
knowing where it is adaptable in the store, | 


and knowing the various ways in which it 
may be obtained, all that is left is to “Do 


The Job.” The opportunity is there for | 


store owners and merchandise men, and the 
challenge is there for the superintendents 
and displaymen. Neither must go unheeded. 


"Snow-Forest Muralscene" 
Introduced By Nalco 
\ striking winter scene display mural on 
strong grade of canvas-finish paper has 
been brought out by Nalco, Inc., 116 East 
7th street, New York City. Involving color 
production on a large scale, the “Snow- 
rest Muralscene” is available in a size 
inches high by 50 inches wide. The 
mpany also manufactures murals suitable 
r other seasons. Illustrated folders can 
obtained from the address given above. 
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1000.00 


IN CASH AWARDS. 
Everybody Wins a Prize in 


Burton's ** SMERcan 
Window Display Contest! 


‘ 








FREE 


—TO EVERY 
ENTRANT! 


A fine quality SPORTS 
HAT, made by DOBBS 
of Burton's All-Amer- 
ican Poplin, treated with 


Cravenette. 


Get in on this worth-while contest today! It’s simple! Merely make 
up a window showing garments made of Burton’s All-American Poplin. 
This fine quality, GUARANTEED FAST-COLOR water-repellent fabric is 
made up into sports-jackets, raincoats, snowsuits, and other apparel for 
men, women and children. Take a photo of the window you make up 
and send it to us, with your hat size. YOUR FREE HAT goes out at once, 
and you're right in line for one of the juicy CASH AWARDS! 


CASH PRIZES and FREE HATS 
for RETAIL BUYERS, too! 


Special COLORFUL DISPLAY CARDS, 
SWATCHES, etc., available without cost for your 
windows. Write to us today for complete details! 


BURTON BROS. & CO., Inc. 


267 FIFTH AVENUE - - NEW YORK 
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Different Merchandise. 
But Same settings 


By GEORGE BENGEL, JR. 
The Parsons-Souders Company, Clarksburg, W. Va. 


One of the moot questions of display is tize the idea, we used a back panel showing across the map, as seen in the picture. 
this: “Is a displayman justified in repeating a cut-out map of the United States—ex- The second display, from a time stand- 
a display which is known to have ‘clicked’?” tended from the background for relief—with point, was for men’s belts—a hard item to 
Many feel that he is not, that each display a small drum placed on the map to tie-in show without an unusual idea, theme, or 
must be a new conception; others feel that with the larger drums used as displayers. display fixture. We decided that the idea 
it is only sensible to return from time to The slogan was in white cut-out letters which had worked so well for shoes would 


time to a setting which 1s a proved success. 





The writer belongs to this latter group, 
offering as evidence the two photographs 
seen here. 

No great interval of time separated these 
two displays, and yet the sales results indi- 








ated that the public’s response to the win- 
lows did not decrease because of the repeti 
tion. The windows are interesting, also, be- 
cause they show how easily the same set- 
ting can be adapted to different merchandise 
no small item when it is remembered that 
the average small city displayman must 
make everything count in holding display 
costs to a comparatively low level. 

(It should be mentioned here that the 
Expanso belt display won the grand prize in 
the recent national contest, with an award of 
$250, and that the Red Cross shoe window 
tied for first prize in the smaller cities 
classification in a similar contest.) 

Going a little more into detail about the 
displays themselves: there is of course noth- 
ing new about drums as display fixtures, but 
here they offered us a chance to play up the 
idea of a “victory parade” of Red Cross 
shoes. We based our background on the 
thought that these shoes are sold from coast 
to coast and have a nation-wide reputation 
ior comfort, quality, and style. To drama- 


work just as well for belts. On the back- 
ground we placed a leather hide of the type 
from which belts are made; against this 
was a cartoon figure of a man beating a big 
bass drum, across which ran the wording: 
“Expanso beats the ‘waist’ band.” The 
small unit in the central background was 
animated to show how the buckles really 
expand for additional comfort. 

Spotlighting was used on each display 
unit in the two windows, thus focusing the 
shopper’s eyes on the merchandise display 
and the panel on the background. 


"Wine Week" Display Material 
Available At No Charge 

The Wine Advisory Board, 85 Second 
street, San Francisco, is offering a number 
of display streamers, posters, counter cards, 
and the like at no charge in connection with 
National Wine week, October 12-19. 


—Practically the same setting is used for each 
of these displays, the only changes being in 
the backgrounds and the merchandise. The 
Expanso display won a grand prize of $250 in 
a national contest, while the Red Cross shoe 
window tied for first place in the small cities 
division of a similar contest— 
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SE got IT. 


YOU—as a displayman—have an apprecia- 
tion of DESIGN and PRECISION and TOO— 
can find many uses to which "our adaptation” 


—GRECIAN-MOLD can be applied... . 


BASE COLORS available are RED— 
WHITE—GREEN and BLUE in sheets 9 ft. high 
by 10 ft. long... . 


STOCKED MOTIFS — Spinneret in 
GOLD ... Milky Way in GOLD on white and 
WHITE on all colors. . . . 


SPECIAL ORDERS — Above Motifs of 


your own color selection will be accepted on 
requests of 10 or more sheets per color. 
than 10 at a slight increase in price... . 


PLAIN COLORS-%$8.50 per sheet. . . . 
Spinneret & Milky Way—$9.95 per sheet. .. . 


Less 


> + nceertain irke ndit 


es subject to change 


PROMOTION DISPLAYS, INC. 
23 East 2st Street 


INQUIRE AT YOUR LOCAL DISPLAY DEALER 


New York City, N. Y. 





GARECIAN<MUOLO 








Trial Testimony Reveals 
Huge Sums For Display 
Testimony anti-trust 
trial of several leading cigarette companies 
at Lexington, Ky., recently revealed tremen- 
dous sums allegedly paid out by the tobacco 
firms for the display of their products. 
Armand J. Toussaint, comptroller of 
United Cigars-Whelan Stores, stated that 
the United chain had received up to $240,000 
from Liggett & Myers 
1935 for 


products. 


introduced in the 


Tobacco Company 


during window displays of their 
He added that Liggett had made 
allowances 1936. Payments 
to the cigar store chain by American To- 
Company for display varied from 
$2,440.80 in 1935 to $94,657.42 in 1938, Tous- 
saint said, while the payments of R. J. 
nolds Tobacco Company to the 
ranged from $1,246.25 in 
in 1938. Similar payments by other manu- 
tacturers were made for display, the wit- 
ness testified. 


no such since 


bac co 


Rey- 
chain 
1936 to $50,507.25 


Shoe And Leather Colors 
For Spring, 1942 


he following style and coordination 
guide has been prepared by Margaret Hay 
len Rorke, managing director of The Tex 
Card 


shoe and leather industry in the 


ti Color Association, to assist the 
merchan 
ng of the eight official colors for wom- 
shoes, chosen for spring, 1942, by the 
Joint committee of manutac- 
rs and retailers in cooperation with the 
‘ r organization 


tanners, shoe 


Town Brown: The fashion recognition ac 
corded light chocolate tones of brown gives 
version high rating as a basic 
Very dis- 
tinctive for wear with costumes in blending 
as the milk soft 
cocoa types, also with light neutrals in the 


this rich new 
style color for spring leathers. 


tones, such chocolate and 


natural, sand and beige 


grayed medium blues, the dusty rose gamme, 
subtle bluish 


creamy range, 


greens and aqua tones, also 


grays. 
Golden Tobacco: Introduced last season 

as a smart golden tone ot brown, this lively 

shade continues its successful 


swagger military type color tor the walking 


Career aS a 


or casual shoe. Harmonizes well with the 


important new golden tones in costumes and 
like the patriotic American 
Gold, as light 


accessories, 
Kagle well as with golden 
browns and military 
Turftan: 
inimated 
shoes, particularly in combination with white 
or saddle-toned leathers. Very effective with 


natural and sand tints, lively sunbaked tans, 


tans 


Retains wide acceptance as an 


russet shade for spectator sports 


lime, chartreuse and melon tones, aqua and 


other greenish blues, gay sports colors and 
white. 
Bluejacket: Universally 


tor basic 


accepted navy tone 


use, whose name has greater pro 
motional value than ever, because of the im- 
portant part 
two-ocean navy. Bluejacket harmonizes well 


played by our sailors in our 
with classic navy tones in spring costumes, 
as well as with medium blues of the soldier 
and air corps types. 


\irway Blue: This lively light navy again 


wins fashion approval for spring as a com- 


plement to costumes in harmonizing blues, 
also bluish red and rose tones, including the 
smart American Beauty, ruby and magenta 
versions, lilac and other violet shades, beige 
and natural tones, dusty pastels and white. 

American Saddle: Smart new saddle shade 
from our own colorful Southwest. A warm 
creamy tan favored for play or leisure shoes 
to wear with slacks and other sports clothes 


in brilliant or soft pastel sun and_ play 
colors. 

Liberty Red, Unity Blue: The stirring 
patriotic theme, more firmly entrenched than 
ever in American fashions, finds increased 


promotional appeal in these two valiant hues 
symbolizing our national defense. For sports 
and play shoes, spirited red and blue are 
smart alone or in 
\lso effective in 


wear with gay prints 


combination with white. 


dressier sandal types for 


Hansom Cabs Transport Guests 
To Window Unveiling 


Eight old hansom cabs, relics of a 
era, thirty 
honor to the opening of the 114th anniver 
sary celebration at New York 
City, on the morning of August 28. From all 
sections of the city, the store’s oldest em- 


gaso 


line-less transported guests of 


Hearn’s, 
ployees and a group of their oldest custom 


bank 


of Fourteenth street windows where was un 


ers were driven to the store’s center 


veiled a reproduction of the original Hearn’s 
store which opened in 1827. A similar dis 


play was unveiled at the same time in 


Hearn’s Bronx store 





isplaywoman’s Holi 


been accused of using the same strat- 
egy of the postman takes a walk on 
his day off. My goal was not to “get away 
from it all,” but to get a fresh slant on 
living as well as work. It was so much 
“Hello, neighbor,” and studying 
that I'd like to tell some of the 


I've 
who 


saying 

merchandise 

things I did. 
The copy of 


fun 


“Ernie Pyle in England” I 
quiet moments on the 
a vivid description of the win- 
and the resourcefulness of 
who use fronts 
with small windows cut out to peep through. 
This Southern cities 
that recently endured black-out 
to help keep the defense turning 
by conserving electricity during the drouth. 
The train-stop in that bright old town of 


read during those 
train gave 
dows in England 
the displaymen wallboard 
reminded me of the 
their 
wheels of 


own 


The DISPLAY PARADE 


NO. 30 
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By ESTHER HAYES 
Burger-Phillips Company, Birmingham 


New Orleans gave me time for dinner, so 
I took a cab to the French Quarter and 
Arnaud’s. Now there is the place to get a 
piece of fish, and the sauces—mmmm—but 
that is another story. I “snitched” enough 
time to window-shop part of Canal street. I 
left wishing I could return at Christmas or 
carnival time when Canal street would be 
full of happy people and Summer clearance 
sales would be over. 

After a few days in the California moun- 
tains (you see I really took a vacation) the 
bright lights of Angeles were thrilling. 
Until you have lived in a “black-out city” 
you have no idea how satisfying a_ well- 
lighted window can be! 

While window shopping Desmond’s my 
first morning in Angeles, I “pop-called” 
on two workers in the window. The girl 


Los 


Los 


—by Tony. Brinker 





7 Pm 


MOBBES_. OUTDOOR WEE, WOODCRAFT, 
WUNTING FISHING CANOEING, STUDYING 
PSYCHOLOGY... ON ARECENT 200 MILE TRIP 
ON TRE ROTOMAC RIVER FOLLOWED COURSE TAKEN 
“BY GEORGE WASAINGTON WHEN ME SVURNEYED THE 





COURSE FOR TRE OLD WASHINGTON ‘To CUMBERLAND CANAL . 


2++ DISPLAY 
SHOULD INSPIRE. 
THE DESIRE 


WALL TEACH DISPLAY THIS FALL FOR NATIONAL 
SOE RETAILERS ASSOCIATION AND DEPT. OF 
VOCATIONAL TRAINING FOR DISTRICT OF COLUM- 
BA... \S PREPARING PAPER ON SHOE DISPLAY 
FOR abe RSSOC\ATION OF DISPLAY 
MEN EDUCATIONAL PROGRAM. 
DESIGNS, SUPERNISES reson el AND IN- 
STALLATION FOR FORTY-SIX WINDOWS IN 
WARNS EIGHT STORES... STUBIED ART AT 
THE UNIVERSTY OF WIC ATA oe. SQENT F 
NERRS WITH MONTGOMERY WARD &CO. AS 
DISPLAYMAN, ASSISTANT TO FIELD SUPERINTEN- 
DENT AND AS FIELD SUPERINTENDENT 


WL. WWARDRDP 
DISPLAY MANAGER. 
WAHN SHOE STORES 
WASHINGTON and BALTIMORE 
BEFORE JOINING WAUN'S STENT ZVEARS IN 


* CHARGE OF DISPLAY FOR 6-STORE CHAIN 
, OF GREENBERG BROS. KAN SIS city, KANS. 
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was Miss Kay, a graduate of the New Yorl 
School of Display, and very excited abou 
her new career. The man was Mr. Due, 
very capable displayman originally fron 
Montgomery, Ala. You never know how 
interesting those people on the other sid 
of the glass can be ’till you meet them! 

That same day I relayed good wishes t 
Roy Stewart of Barker Brothers. His offic: 
was as busy as an airplane assembly line, 
so he put me in the care of his first assistant 
Mr. Horton, who did a thorough job oi 
showing me around. What an institutior 
to do display work for! Barker Brothers 
does everything for the homemaker except 
live in the house. 

I had promised to call on C. F. Williams 
of Artistic Window Displays, so that was 
my next stop. There I could have stayed, 
he was that interesting to talk with. He 
was having his fall opening the next day 
and asked me if I cared to come back and 
play since his secretary was vaca 
tioning. Imagine the chance of meeting all 
those people without calling on them! 


hostess 


Some of the men I had time to talk with 
were John Cooke of Coulters, with his ready 
wit; Sid Gorman, the May Company-Wil- 
shire; Mr. Miles, another displayman of the 
May Company; Irwin Walden of Brooks, 
who is responsible for some of the most 
meticulous men’s windows I ever shopped; 
Blu Pinnell of Desmond's, another fellow 
who gets a lot done, and a jolly exchangs 
of greetings with Stewart. 

Aubrey Maley invited me 
Broadway-Hollywood for the next after- 
noon. I was late for the appointment be 
cause, as I learned, “a little ways out” in 
Los Angeles may mean a fifteen- or forty 
minute ride. When you go into Maley’s 
office and shop you understand immediately 
that he gets a lot of things done in his 
thorough, quiet way. But for all his achieve 
ments and soberness I remember a card un 
der his glass desk top that read, “Quiet, 
genius at work.” 

Those 


Roy 


out to. the 


California displaymen were an in 
spiration to me. They were human beings 
with a job to do that they liked. Their 
enthusiasm is contagious. No amount of 
time and effort is too much if it produces 
results. 

For look at some merchandise | 
called on an old acquaintance, Gerald Green 
clay. Some displaymen will remember him 
for that easy-to-work-with color-coordinated 
promotion he successful with last 
year. We discussed everything from im 
possible markets to a new tummy-restraining 
slack design for women. Then he let me se 
and feel some of those pliable bags an 
accessories of wild boar. The little pores 
in the skin had been treated so the piece: 
actually breathed. See what I mean 
I say merchandise can be fascinating whe 
you discover it for yourself? No wonde 
buyers back from the markets a!! 
If only they would impart son 


a closer 


Was SO 


whe 


come 
pepped up. 
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their information to the display depart- 
ent! 

The next morning Mr. Stevens, of Bul- 

ick’s-Downtown, piloted me through that 
mammoth store, to the displays and behind 

ie scenes. One of the many practical things 

| observed was the sturdy “egg-crate” ceil- 
ing in the windows to conceal “spots” and 
hang units from. Lunch time found me in 
Bullock’s Tea Room enjoying not only the 
food, but those beautifully groomed models 
who wandered among the tables speaking 
softly of the prices and gorgeous color- 
names of the merchandise. I was still hav- 
ing fun out of another phase of my work, 
merchandise presentation. 

That afternoon C. F. Williams intro- 
duced me to hard-working Virgil Andrews 
of Mullen & Bluett. Here again was that 
enthusiasm and energy I had found in Los 
Angeles display people, except this time in 
a more concentrated dose. 

Since this was a vacation I decided to | 
play all the next day. This was happily | 
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OFFER THE EXCEPTIONAL 
IN BRASSIERE DISPLAYS 





HERE IS your opportunity to put glamour 


and a powerful new beauty and _ style 


appeal in brassiere displays. In the illus- 
tration you see brassieres shown as only 
Fairy Brassiere Forms can display them— 
accomplished with a trip to colorful Santa with a brilliance and allure that command 
Catalina. 

My last day in Los Angeles included a 
pleasant but short visit with Nelson Dexter. 
This gracious gentleman guided me through 
the architectural settings for the fine mer- 
chandise of I. Magnin-Wilshire. I thought 
California had abserbed all my adjectives, | 
had only one exclamation left—Ah! Elegant 
simplicity was the keynote here. 

I was sorry to have missed Leo Weyman 
at Carrata’s, but Ted Dexter proved to be 
such an interesting host I spent over two | 
hours at the plant before 1 realized it. | 
Again I heard one of those reasons for so | 
much Los Angeles displays, “A 


attention. Fairy Forms give brassieres an 


exotic appeal. Regardless of the style, they 


take on a luxurious beauty that creates an 


irresistible buying urge. 


Fairy Brassiere Forms are available in 


flesh and white colors and in the three 
exclusive Fairy Form effects 


Glamour- 


Glo, Neutra-Tone and Transparent. These 
offer an unusually wide range of harmon- 


Made 


izing or accentuating backgrounds. 
success 1n 


job must be right before it is finished.” The 
public knows very little about the fine art 
work and hours of precise workmanship that 


of Fairylite, a lightweight, resilient and 
washable plastic, these forms may be used 


Will fit all regular 


season after season. 


go into making a single mannequin. I have 
a deeper appreciation of the beauty of a 
figure now that I have met their sculptor, the 
guys who work in plaster to their elbows, 
the women who thrill to a new hairdress in 
horse hair and the sanders and_ polishers 


3g inch display standards. 


Prices range from $1.65 to $1.85. ae- 


cording to color. At these low prices you 


; and finishing artists and I've forgotten how | Cannot afford to overlook these forms. Be 
many more, all working for one compieted | ready for the big fall sales season. Write 


dumb beauty that can sell the merchandise 
she wears. 

My last evening in Los Angeles proved 
that the buying office for your store can be 
something than fellows 
argue with your boss about when you wani 


now for complete new catalog. 





more those you 


s to buy without discounts, etc. Almost the Fairy FU LL BUST Forms 
whole office force (Sidney and Harry Arkin) 

i escorted me to the Biltmore Bowl where 

s the Coat and Suit dinner-show was held. \ perfectly beautiful form executed 
Now it will be more fun to dramatize fall from a startling Parisian design. It is ideal 


I coats and suits because I am familiar with 
latest fashion angles. | this 
evening and the time spent in manufactur- | 
show rooms profitable. 
\ daylight ride up the coast of California 
brought me to San Francisco, where I had 
time to spend only one night. All my life 
| had heard the figure of speech, “A cold 
lay in July.” This was it. For the first 
me I saw lovely fur window displays that 
atched the weather outside. I went on my 
ay home with the feeling that people in 
san Francisco do a lot of living. | 
In St. Louis the window displays were | 
nsistently good in spite of the fact that | SHOE FORM CO. Inc. 
was summer clearance the display world | 


for special window or counter displays of 


the consider 





quality brassieres—especially delicate eve- 


er’s 


ning styles. 





In this illustration the form is shown over a hidden electric bulb. 
This 


illuminates the form, giving a warm, glamorous and exotic allure. 


with the light showing through the translucent Fairylite base. 


This model is fully described in our new catalog. 
Address Dept. D-9. 


A copy is yours 
on request. 


Auburn, N. Y. 














THE RIGHT FORM 


Grin Mi aura 


Sizes 11-12 


Stores everywhere are featuring dresses 
and suits for the younger set in their 
“back to College” display promotions 
but ordinary forms do not display these 
“Junior Miss” garments correctly. 
Darling’s newly created action forms 
in sizes 11-12 were sculptured espe- 
cially to display chic, modern apparel 
for young women. Check your require- 
ments today. 


No. F-6 


710.50 


Flesh Enamel Finish 


No. F-6P 


*9.00 


Bimini Patch Finish 


SEE YOUR DARLING 
DISTRIBUTOR TODAY! 


In all principal cities 





MICHIGAN 


BRONSON 
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over. Stix, Baer & Fuller was my last stop 
to make in a display shop. Mr. Braun had 
his hands full because the display manager 
was away, but he took time to discuss the 
I. A. D. M. convention. Miss Nolan, an 
interesting newcomer to the display depart- 
ment, pointed out their displays and directed 
me to the St. Louis Zoological gardens. And 
what would a day in St. Louis be without 
a trip to the zoo? I'll wager the missing 
displaymen at next year’s convention can 
be found at this spot. 

A letter from John L. King with my I. A. 
1). M. membership card greeted me when | 
got home. That little blue card filled me 
with anticipation of a grand year ahead and 
a sense of responsibility to do my best work 
so as to be worthy of its implication. I'm 
proud to be a part of this group of men and 
women who sell the nation’s merchandise 
through display. 


POINT OF PURCHASE ADVERTISING 
[Continued from page 28] 

over the floor reading this week’s magazine 

issues ! 

Radio has its “tower of strength,” but it 
has some of the same limitations of maga- 
zines. Likewise outdoor advertising, even 
with its ability to reach thousands who 
haven't read the publication ads, can’t ex- 
pect a poster or paint bulletin to delay the 
bridge party while a woman stops to buy a 
bottle of liquid dentifrice and telephone 
home to the folks to throw away the tooth- 
paste and powder and hold off brushing 
their teeth until she arrives with this new 
dental cleansing agent. 

Point-of-purchase advertising can't tell a 
complete health story like magazines, tell 
jokes or pull at your heart strings with dra- 
matic radio love stories, or reach millions 
on wheels like outdoor advertising. 

Point-of-purchase advertising’s “tower ot 
strength” has something no other medium 
has—it reaches the people when they are 
100 per cent susceptible 100 per cent in 
the mood to buy when they are at the 
point of purchase with their purses on their 
arms. 

Its nearest competitor is the newspaper 
with its extreme flexibility and adaptability 
to price information. No medium, however, 
challenges point-of-purchase advertising and 
it challenges none. It simply completes the 
joining of all hands in the final act. of the 
selling scene. How this can be done, in 
fact is being done, is a vital and interesting 
story. 

Point-of-purchase advertising has evolved 
from pretty pictures over trade-marks to 
product selling that is an important phase 
of the complete campaign, whether it in- 
cludes all media or just one. Like the ma- 
terial of other advertisers Sunkist point-of- 
purchase advertising of the “teen” vears and 
the twenties, placed great emphasis upon 
beauty and decorative value. True, the 
trade-mark was there but the selling appeal 
was not completely developed as it can be 
when properly coordinated with the com- 
plete advertising and sales strategy. 

Advertisers were very conscious of the 
importance of display material which would 
catch the dealer's fancy and result in it 
being put up in their stores. That specific 


objective of dealer acceptance was sound 
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enough, for if it does not get up, nothi: 
is gained. 

Over the years the nature of this materi 
has completely changed. Now it is design: 
to sell advertised products by attracting tl 
prospective purchaser through colorful illu 
trations which are appetizing in the case « 
foods, or suggestive of beauty or style in t! 
instance of cosmetics and apparel. 

Illustrations employ the same theme 
publication advertising. They appeal to co: 
sumers by expressing graphically the ben 
fits to be derived from their use. The cop 
like that of any good reminder mediut 
sums up the story concisely. Point-of-pu: 
chase advertising illustrates the product lik 
publication advertising, but, more importan: 
it is used with the actual display of th: 
product. 

Over-selling at this critical point of fina! 
sales reckoning is as fatal as the salesma: 
who successfully demonstrates a car by) 


climbing up a 12 per cent grade, but fails to 


turn right before he comes to a 20 per cent 
grade, which only an army “Jeep” could 
negotiate successfully. 

Straightforward realistic selling cop) 
seems to fit point-of-purchase requirements 

Many advertisers today are using point- 
of-purchase advertising to point up their 
entire advertising and sales campaigns by 
timely coordinated promotions. 

Almost as important as the material is the 
plan of its distribution and use. If it is put 
out as a matter of course, waste is almost 
certain to result. If the promotion is well 
timed and the plan well conceived and pr« 
sented to the trade, results are almost cer- 
tain to accrue. 

Dealers are often criticized for waste in 
point-of-purchase advertising. More often | 
believe the responsibility belongs to the ad- 
vertiser. 

Since retail dealers are in the business ot 
selling, it is reasonable to believe they will 
accept any assistance which they consider 
to be beneficial to them. 

The finest material oiten lands in the 
back room because its purpose and valu 
have not been fully explained. 

The consumer advertising campaigns be 
hind products are real keys to dealer ac- 
ceptance and use of this material.  Intelli- 
gently 
advertising are of great value in making 
sure that well designed functional point-ot 
purchase advertising will be accepted and 
used. 

Wholesalers and brokers can also partici- 
pate in selling the retail dealers the sales 
benefits to be derived from efficiently used 
point-of-purchase advertising. The extent 
and nature of their participation depends 
upon the product sales and_ distribution 
set-up. 

Contrast this organized method with the 
broadcast plan whereby a bundle of material 
is sent to each wholesale distributor to 
“pass out.” 

Careless and inefficient distribution has 
mitigated against dealer acceptance of all 
point-of-purchase sales material. If a real 
sales value is placed upon it, it will com- 
mand the respect it properly warrants. 

Design of the material is vital. It should 
be remembered that it is designed for use 
in retail stores—not a magazine, or on a 
poster panel, or in a newspaper. A_ work- 





planned portfolios and trade paper 








uf 
th 








SEPTEMBER, 1941 


ing knowledge of conditions in retail stores 
is just as necessary as in the case of other 
media. 

First of all, the dealer isn’t interested in 
devoting his space to an “advertiser's benefit 
sale.” If it can be proved that it will bene- 
fit him, he will cooperate wholeheartedly. 
He wants the entire plan clearly worked out. 
A plan of use to accompany the material is 
good insurance. 

The most successful Sunkist promotion is 
our Christmas holiday orange drive. Of 
course, all dealers are interested in oranges 
at Christmas. That’s why the promotion is 
timely. Dealers are interested, but many 
will say “too busy for a special sale.” 

A couple of years ago we announced that 
we would have available for retail dealers a 
special Christmas display set but because of 
its cost, distribution would be restricted to 
those agreeing to use it as stipulated. 

The stipulations were specific as to the 
minimum amount of fruit to be displayed 
and diagramatic instructions showed how to 
install the display. 

Fifteen thousand displays were installed 
in a ten-day period the first year we featured 
it, and 30,000 displays were installed this 
year. Without the plan and clearly ex- 
plained conditions of use it would be just 
another broadcast of material. 


The planning of more and more advertis- 
ing campaigns now begin at the point of 
purchase. Advertising in all forms can be 
more convincing when approached strictly 
from the consumer's point of view and that 
point of view is most active when she is in 
the store dipping into her purse. 


We have had the experience more than 
once of finding that a display piece summed 
up our consumer appeal so well that it was 
adopted with elaboration for other forms ot 
consumer advertising. The obvious reason 
is that in designing point-of-purchase adver- 
tising only the most fundamental selling 
appeals can be indulged in. This type of 
material is strictly informative selling. It 
performs services similar to those of a man- 
ufacturer’s specialty salesman in_ helping 
the dealer move stock off the shelf. 


Dealers are generally conscious of the 
value of this service. They have learned a 
great deal about this medium of. selling. 
They know it can get results if it’s the 
right kind. If it isn’t they can’t afford to 
use it and they don't. 

The last chapter in the development of 
the point-of-purchase advertising medium 
hasn't been written. Sales experience is 
rapidly adding to the already large fund of 
jacts. Ten vears from now you will hardly 
recognize this ugly duckling. It will be 
stabilized and sought after like the glamor- 
ous star it really is. 


This realistic sales runt learned the hard 
way to tell a sales story quick and straight. 
It knows that the more vigorous its brethren, 
the magazines, newspapers, radio and out- 
oor, have been nourished, the easier and 
more effective its job can be. 


Show it the respect and give it the advan- 
ige of a place in the advertising and sales 
mpaign, and it will enhance the value of 
e entire program. 
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Without obligation please 
mail me: 
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People are curious . . . they are easily 
attracted by the unusual in a display. 
A large percentage who stop to look 
will step into the store to buy. 


Far-sighted display men saw the ad- 
vantages of Cutawl-made displays long 
ago ... and today their stores are 
the busy stores of the community. 


If you're not doing the business you'd 
like to do... here's a tip that will 
help you—buy a CUTAWL, the high 
speed electric cutting machine which 
will enable you to make sales-compel- 
ling displays quickly, easily and eco- 
nomically. 
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OUR PLATFORM 


1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our Editorial 
Columns. 
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Editorial 
Ramblings 


\ personal survey of many of the impor- 
tant display manufacturers and distributors 
indicates one inescapable fact—the placing 
of many display materials on the defense 
program priorities list is creating consider- 
able worry among display factors. It seems 
that no one has escaped the pressure of 
priorities, whether the raw material involved 
is white metal, steel, silk and rayon, paper, 
or cork. But as yet the situation is not 
serious; most of those interviewed admitted 
to having laid away a substantial stock of 
basic materials for their particular products 
and there is little likelihood of the display 
field demanding a given item and not being 
able to get it—at least for the present. Some 
substitutions will undoubtedly have to take 
place if the priorities pressure continues, 
however; as an example, one mannequin 
manufacturer plans to replace the aluminum 
fittings on his product with others of wood 
unless stocks of the now rare metal become 
available. . . . With the ingenuity shown by 
display manufacturers in the past to be con- 
sidered as a factor, there is no reason to 
worry over the future from the standpoint 
of supplies of display materials and equip- 
ment. 

A recent editorial in the “American Lum- 
berman” is well worth a little study: 

“There was a man who lived by the side 
of the road and he sold hot dogs. 

“He was hard of hearing, so he had no 
radio. 

“He had trouble with his eyes, so he read 
no newspapers. 

“But he sold good hot dogs. He put signs 
up on the highway, telling how good they 
were. 

“He stood by the side of the road and 
cried, ‘Buy a hot dog, mister?’ and people 
bought. 


DISPLAY WORLD 


“He increased his meat and bun orders. 

“He bought a bigger stove to take care 
of his trade. He finally got his son home 
from college to help him. 

“But then something happened. His son 
said, ‘Father, haven’t you been listening to 
the radio? Haven't you been reading the 
newspapers? There’s a big depression on. 
The European situation is terrible. The do- 
mestic situation is worse. Everything’s 
going to pot.’ 

“Whereupon the father thought, ‘Well, my 
son’s been to college, he reads the papers 
and he listens to the radio, and he ought 
to know.’ So the father cut down on his 
meat and bun orders, took down his adver- 
tising signs, and no longer bothered to stand 
out on the highway to sell his hot dogs. 
And his hot dog sales fell almost overnight. 

“*VYou're right, son,’ the father said to 
the boy. ‘We certainly are in the middle 
of a great depression.” ... 

Along about this time of year one begins 
to wonder what the plans of Pacific coast 
displaymen are for the annual convention of 
the Pacific Coast Association of Display 
Men—and then realizes that the P. C. A. 
D. M. is no longer functioning. The war 
has naturally done much to bring about this 
situation, insofar as the Canadian display- 
men of that region are concerned—always 
loyal supporters of the P. C. A. D. M. But 
in spite of this handicap it would seem that 
some of the “old guard” on the coast would 
feel the necessity of reviving the organiza- 
tion. Display needs such organizations as 
the P.-C, A. D. M. 

Considerable progress is being made by 
the I. A. D. M. educational committee under 
the direction of Everett Quintrell, and 
praise is due both for a worthy undertaking. 
In essence, the educational committee is 
striving to further the teachings of display 
throughout the states under the distributive 
education set-up established by legislation 
some time ago. Really splendid coopera- 
tion has been shown by the supervisors of 
distributive education in the various states, 
and they have reacted very favorably to 
Quintrell’s announcement to them that this 
I. A. D. M. project is planned to work with 
them in the teaching of display and_ that 
material will be furnished them from time 
to time to add new interest to this form of 
instruction. Each instructor has been con- 
tacted with a request for a copy of his out- 
line and a copy of the text from which they 
teach. From these outlines the I. A. D. M. 
plans to compile a concise and thorough 
book to be used as a guide for the instruct- 
ing of classes in window and interior dis- 
play. 

From the survey made of the teaching in 
the various states it was found that seventy- 
five cities in twenty-one states are teaching 
display as a separate subject in distributive 
education. These classes are being taught 
two hours, one night a week, twelve weeks 
in the fall and twelve weeks in the spring. 
Many are forming new classes this fall. 
There is a need for instructors in many 
localities. In fact, the reason display is not 
taught in some localities is because suit- 
able instructors can not be found. 

Any displayman interested in acting as an 
instructor for these night classes of dis- 
tributive education in his locality is urged 
to communicate with Everett W. Quintrell, 
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chairman, Educational Committee, 109 Hill- 
crest avenue, Dayton, Ohio. There is a re- 
muneration for this work... . 

Another progressive step of the I. A. D. M 
has been to get in touch with the Amos 
Parrish organization with regard to con- 
ducting a survey on the value of retail dis- 
play in the actual sale of merchandise. Pre- 
liminaries have been worked out and _ the 
Parrish organization is to submit a pla 
and estimate of costs very soon. Such a 
research program could easily be the most 
worthwhile project ever sponsored by the 
association and it is to be hoped that it car 
be accomplished. 





FEATURES AVAILABLE 
FOR CLUBS 


[Continued from page 37] 


pect avenue, N. W., Cleveland: A number 
of booklets are available to display clubs 
from the Cleveland headquarters or any on¢ 
of the 550 graphic arts and display distrib 
utors. Salesmen give lectures and demon 
strations on silk screen process and similar 
subjects. 

FE. I. du Pont de Nemours & Co., Inc., 
Wilmington, Del.: A sound and color film 
in either 16 or 35 millimeter size is entitled 
“A New World Through Chemistry.”  Re- 
quires twenty minutes showing time. “The 
Story of Neoprene” is a 16 millimeter sound 
movie. A 35 millimeter film, entitled “The 
Wonder World of Chemistry,” requires 
twenty-two minutes to show. Another avail- 
able film is “Are We Painters?” in 16 milli- 
meter size and is a humorous treatment of a 
semi-technical subject featuring the right 
and wrong way to use paint; it requires 
thirty-six minutes for projection. ‘“Fash- 
ion’s Favorite” is a sound film in 16 milli- 
meter and 35 millimeter sizes, featuring the 
manufacture of rayon and the research de- 
voted to that product. Must provide sound 
equipment for projection. 

Celanese Corporation of America, 180 
Madison avenue, New York City: This firm 
has a staff of lecturers who speak on Celan 
ese. Contact Nino da Parma, of the New 
York office. 

Congoleum-Nairn, Inc., Kearny, N. J.: 
Motion picture film in black and white por 
trays the details of the mechanical installa- 
tion of linoleum. Booklets and other sales 
promotional material available. Write M. 
Mark Sulkes, assistant sales promotion man 
ager. 

Devoe & Raynolds, 787 First avenue, New 
York City: Write Ivor Kenway, advertising 
manager, for bookings of an especially in 
teresting film entitled “American Artists at 
Work.” Considerable advance notice must 
be given. 

Sears, Roebuck & Co., Chicago: This com 
pany has an excellent motion picture with a 
personal commentator, dealing with right 
and wrong display in the interior of the 
store. Probably not available to the aver 
age run-of-mine meetings, but might be a1 
ranged for a special showing. Contact Les 
lie Janes, national display manager, at the 
Chicago office. 

New England Telephone & Telegraph 
Company, Boston: Has an interesting film 
on the right and wrong way of using the 
telephone, especially in regards to business. 
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Pittsburgh Appointment 
Announced By Marquardt 


The Display Paper Division of Marquardt 
& Co., New York City, under the sales man- | 


agement of Howard F. Harter, announces 
t] appointment of London Associates, Pitts- 
burgh, as exclusive distributor for the Penn- 
sylyania, Ohio, and West Virginia terri- 
tories. 

Lawrence I. London, who will be remem- 
bered for his six vears of outstanding work 
as assistant display manager for Kauf- 
mann’s, Pittsburgh, has undertaken the or- 
ganization and management of this new as- 
sociation. London Associates, with new and 
extensive offices, showrooms, and warehouse, 
will carry a large stock of all the “Wind-O- 
Lines” and three-dimensional display units, 
at 1030 Forbes street. 

In addition to the three-dimensional units, 
Marquardt & Co. has increased its line by 


including five highly-styled three-color silk | 


screen processed designs on 107-inch “Wind- 


O-Width” paper for the coming Christmas | 


season. A very interesting brochure, in ac- 
tual colors on these units, can be obtained 


by writing Marquardt & Co., 75 Spring | 


street, New York City, or London Asso- 
ciates. 
Panellit Appoints 
Alan Fink 

Alan Fink has been named Eastern sales 
manager for Panellit Displays, Inc., manu- 
facturer of quantity neon and_ fluorescent 
signs and displays, with headquarters at 95 
Madison avenue, New York City. Pannellit’s 
home office is at 1528 Armitage avenue, Chi- 


cago. 


Display Institute Opens 
Autumn Course 


The Display Institute, 3 East 44th street, | 


New York City, began its eighth fall term 
on September 15. The curriculum includes 
window and interior display, display design, 
show card lettering, retail advertising and 
sales promotion. 
Display Company Changes 
Name And Address 

The Empire Display Center, formerly of 
245 Flatbush avenue extension, has changed 
its name to Empire Display Company, and is 
now located at 227 West 17th street, New 
York City. The new situation provides a 
larger showroom and production facilities 
for the creation of display ideas. 


College Students Install 
Window Displays 

\n innovation in display was worked out 
recently at Lord & Taylor’s, New York City, 
when a group of college students employed 
in the store’s College shop were permitted 
to plan and install a series of window dis- 
plays. The work progressed under the di- 
rection of Dana O’Clare, display director. 


Chicago Club To Hold 
Golf Tournament 

Plans are being completed for the autumn 
golf tournament of the Chicago Display 
Sales Promotion Club, to be held at St. An- 
drew’s on Sunday, September 21. 
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To Avoid Disappointment 


—due to conditions beyond our control we cannot be 
too emphatic about placing your orders early. 


—— 
VICTOR HAIDA DISPLAYS, INC. 


149 W. 24th STREET NEW YORK CITY 
Tel. Ch. 3-3540 ADEM Member 
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KORRECT-WAY 


AND 


BETTER DISPLAY 


A Service Institution 
with more than 35 years’ 
experience in solving 
America's Display Needs 








TIMBERTONE 
VENEERS 


SHEETS 3'x8' SHIPPED ROLLED 
LONGER LENGTHS TO ORDER 


Since the adoption of our Silver Gray Oak 
No. 1053 by Russek's Fifth Avenue Shop for 
all their display windows, the demand for this 
product has been nation-wide. 


Order from Your Jobber or Write Us Direct 


Just Say “No. 1053 or Russek Oak” 


WHITE BIRCH 
Another TIMBERTONE Product 


As Natural as the Truo Bark—Light in Weight 
—Easy to Handle—Sheets 3'x8', $4.50— 


Longer Lengths to Order 








TIMBERTONE DECORATIVE CO., Inc. 


109 West 17th Street New York, N. Y. 
CHelsea 2-6824 














ART SNOW 


@ for Christmas windows. Soft, 
fluffy, non - inflammable, realistic, 
inexpensive. For samples and 
prices write the manufacturer. 


MILLER CEREAL MILLS sesausx. 


NEBRASKA 
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It's the outline of fashion that counts now, 
the outline and the color. Consider these 
two the big two factors in fall fashions. 

From top to toe the silhouette is the news. 
There’s drama in hat silhouettes, lots and 
lots of it. (See August Fashion-Vane for 
enumeration of leading silhouettes. These 
continue first.) Silhouette shoes are coming, 
with outline interest a new feature of note 
And in costumes the slimmer silhouette is 
to be thanked for the fresh, new appeal of 
fashions this season. 

While there are plenty of wider skirts in 
sight at the moment, and there may con- 
tinue to be as long as the fabric situation 
permits the young things to indulge in their 
beloved full skirts, the narrow look is the 
advanced look. 

Not only does the early and eager accept- 
ance ot this new silhouette, in many of its 
already numerous versions, indicate that the 
trend is gaining momentum, but anticipated 
difficulties in securing fabrics all but guar- 
antee the future of the slim line. 

Indeed, all signs indicate a new ideal of 
svelte, sleek smartness, with the frills gone. 
It seems inevitable that fashions will soon 
be cut on the straight of the goods for 
economy's sweet sake. 

Much looking ahead now is toward styles 
of fabrics that will continue to be available 
and weaves best suited to the simplest, slim 
line. Stripes are in the predictions for a 
return a la 1919 for spring, because of their 
admirable way with flat, narrow costumes. 

Right now the narrow silhouette continues 
to be much broken up with “extras.” Drapes 
are tremendously important because they're 
especially liked for softening the narrow, 
lean line. Continuing, too, are peplums and 
tunics (day and night fashions), panels of 
pleats as frequently 
The problem of the 


unpressed as pressed. 
severely narrow. sil- 
houette has not as vet arrived. However, 
the putting on of coats will hasten the tak- 
ing off of peplums and the like. 

Further indication of the coming longer, 
leaner silhouette is seen in narrow. skirted 
costumes with dipping hemlines. Some dip 
at the back, some at the sides. The daylight 
versions of longer skirts just introduced in- 
clude a mid-calf length dress and a mid- 
calf length skirt of a tunic suit. Dressy 
cocktail fashions include dipping hems. And 
for dinner wear there will be the new gowns 
with front slit skirts or even wider sections 
cut out of the front below the knees. These 
cut-aways are part of the front draperies, or 
rather are the missing parts. 

But back to daylight fashions; the two- 
piece look is basic for fall. Either it is 
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actual, or it is simulated. The actuals, as 
above mentioned, favor peplum jackets, tun- 
ics and also the middy or long torso tops 
The simulated two-piece effects use band- 
ing to achieve the look of tunics, peplums 
and jackets of torso type. 

Shoulders that earlier took on responsi- 
bility for the new look are still carrying 
it in instances of modified skirt lines. Sleeves 
and shoulders will account for the new look 
in lots of fall costumes. Of the deeper 
armholes, smoother shoulder and dropped 
seams you know. Watch now for ornamented 
sleeves, sleeves with color banding and em- 
broidery as well as unusual-shaped, atten 
tion-getting full or draped sleeves. 

Watch for convertible type clothes, too. 
With prospects excellent for double duty 
clothes now that talk of functional clothes 
increases daily, there’s no doubt that th 
two-piece vogue will go merrily on. 

But don't expect fashions to become so 
functional that they begin to appear ii 
terms of grim reality. Something along the 
line of “Women at Work” will appear in 
copies of men’s uniforms of various types. 
undoubtedly. But these will be for actually 
busy people during working hours. The 
wide demand will be for gay clothes and 
that demand seems to run from the new- 
money groups right through to conservative 
strongholds. 

Color is wanted in clothes at all prices 
Glamour is wanted. Luxury is wanted. Th 
bright thing to do in fashion promotions 
now is play the bright things, the gay occa 
sion fashions, the luxury notes, the beaut) 
notes. Dress-up dresses will increase. 

Chinese colors are newest colors at the 
moment. They're scheduled for those sec- 
ond fall dresses when bright woolens art 
wanted. But as an accent they're coming 
in now chiefly on black. 

Called Chinese dynasty colors or Ming 
colors, the introduces immediate 
turquoise, brilliant lacquer red, jade green, 
gold, Chinese yellow-pinks, typical blue- 
green and also violet They're ot 
first importance to accent black. Some will 
accent deep browns. A little later thes 
Chinese colors will figure in the prints first 
on black grounds, still later on the lighte: 
grounds. 

Speaking of what to expect a little later. 
you may watch for in resort fashions 
chalky pastels for spectator wear; colorful 
prints on khaki grounds; more 
coats; cool looking large pattern prints 
white on pastels, watery green being an 1m- 
portant one of these. Aqua is another pas- 
tel ground favored by resort prints. Sharp 


series 
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color on this pastel will be smart, such as | 
sharp rose or intense coral. 
\s you've guessed, cottons will be the | 
big fabric for resort wear. We may be more | 
cotton-minded everywhere, and that soon. 


But September and October will see busi- | E 


ness as usual in woolens and rayons and | 
already completed silk fabrics. 

Continuing the color story. Brown is | 
‘way ahead of all the big expectations for 
it. But so are other colors . .. in coats, 
and dresses and suits and accessories. The | 
important coat colors are natural to mink | 
brown; blues; the toned-down greens, and 
bright reds. 

Colorfully lined coats are good. And even 
better are the fur-lined reversibles. They're | 
a luxury item that’s right in line with the | 
craving to spend on grand and_ glorious 
clothes. Another coming fashion in coats is 
the style with tuxedo trimming. Newest for | 
this trim are the flat nutria, Alaska seal, | 
muskrat and processed lamb. 

And while speaking of what’s receiving lots 
of notice, mention must be made of black, in 
the unexpected fabrics, as cashmere types 
and fleeces. The feeling for an all-black 
costume in contrast to all the color ac- 
counts for these. While many are going 
all-out for color it’s just as smart to go | 
all-out for black. 

Shaping up as preferred fashions for this 
season are: the new fitted fur coats, some 
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with a definitely wrapped look; dressy suits | ty the windows or in the store interior RHC metal merchandising 


and suit dresess: the long, slim look for 
evening in Regency style or draped in genu- 
ine near Eastern or harem manner, or 
tiered in pagoda style; Chinese silhouette 


in costumes, hats and accessories as well as tively ina minimum of space. 


Chinese colors in everything; for daytime 
more brown shoes to wear with everything 
trom black to beige, and of course bags and 
gloves to match: color ensembling varied 
from all one shade for head to toe harmony 
or two and three contrasts. 

And just to let the buyers know you know 
what's what, inquire about: afternoon dress- 
es with discreet sparkle; dinner gowns with | 
Chinese embroidery; formals with bright net 
against dark crepe; evening blouses with 
glitter; junior dresses in two and_ three 
color combines; either or both instructor 
type and South American ski-fashions, the 
latter including striking white bombachas 
(plus-four ski pants) with white coat, spats 
and skiing boots; Argentine crocodile shoes 
and bags for casual daytime costumes; new 
stockings in “spiderweb” lisles or lisles with 
bracelet and patriotic clock embroideries; 
or a Molyneux silhouette costume suit with 
boxy jacket about sheath skirt. 


Fort Named Window Head 
For James McCreery 

Stanley Fort has been appointed window 
display manager for James McCreery & Co., 
New York City, it has been announced by 
George Wells, director of merchandise pres- 
entation. Fort was formerly display man- 
ager for J. J. Slater. 


Abacot Issues 
Literature 
\ diverse line of interesting display ma- 
terials and decoratives is shown in a new 
tolder just released by Abacot Displays, Inc., 
East 16th street, New York City. Copies 
ire available on request. | 


equipment can assist you with your display job. 
RHC Space Savers are designed to show merchandise effec- 


Why not give RHC equipment a trial 2 


Send for this catalog 
today 


IT’S FREE! 


REFLECTOR-HARDWARE CORPORATION 


GEN. OFFICES & FACTORY: WESTERN AVENUE AT 22nd PLACE, CHICAGO 
NEW YORK OFFICE: MARBRIDGE BUILDING, BROADWAY AT 34th 


METAL MERCHANDISING EQUIPMENT 


MARQUARDT WiA0-0-WiDTH PAPERS ARD 


THREE DIMENSIONAL UNITS 
NOW READY — HOLIDAY DESIGNS 


Beautiful, new holiday numbers, screen-processed and tinselled on WIND-O-WIDTH, fea- 
turing the following designs—Poinsettia, Xmas Cheer, Tinsel Drape and Holly Festoon. 
In stock for immediate delivery. Order now from 


GARRISON-WAGNER COMPANY 


1629 LOCUST STREET “Distributors” ST LOUIS, MO. 
Visit Our New Chicago Showrcom—326 W. Adams St., Chicago 
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EFFECT OF LEATHER 


.. « Price of Paper 


, WITH 


A CLOPAY 
PRODUCT . 


Backgrounds--- Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.50 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


ST. LOUIS, MO. 


1629 LOCUST ST. 








Make Your 
EARLY FALL 


DISPLAYS 
DOUBLY Effective 


y= Eaton Grass Mats 


These velvety, close-cropped lively green 
mats give sales-appealing freshness to 
fall merchandise. Use Eaton Grass Mats 
in window or counter displays—what a 
difference in the effect! Easy to use. 
Standard size 3’ x 6’; also 3 sizes of 
round mats. 


y= Eaton Scatter Grass 


Use this scatterable decorative material 
with Eaton Grass Mats. The handy, at- 
tractive way to fill in odd-shaped spots. 
Economical. Can be re-used many times. 
Ask your local display jobber. Prompt 
delivery NOW. 


EATON BROTHERS CORP. 


HAMBURG - NEW YORK 








Send for the 


“In 1891 


AIR BRUSH 
/ CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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Think this over 





ry NB FRANK G. BINGHAM Sm 


September, the ninth-inning month for 
baseball, bathing, golf and lawn-mowing 
throughout this land means something far 
different in many other parts of the world. 
This month means the second anniversary 
of the second World War to nearly two- 
thirds of the peoples of the world. The 
“V for Victory” has been their only hope 
in many months. While the three dots and 
the dash are being tapped out and dashed 
out over there we of the display profession 
over here have been struggling vainly to 
put more leaves into the window than the 
other fellow down the street. Our own vast 
industries on the outskirts of cities have 
been raking in raw materials, “pouring out” 
huge factories which in turn will turn out 
defense orders, better known as weapons of 
freedom. The National Retail Dry Goods 
Association is sponsoring “Retailers for De- 
fense week” and President Roosevelt has 
proclaimed the week of September 15-20 as 
the date to aid in the sale of defense savings 
stamps. Here is the display profession's 
opportunity to grow some “displays for free- 
dom” in the show windows of America. The 
time is now. 


The Christian Science Monitor contributes 
this: The customer went into the store to 
choose a present for her husband. She had 
the salesman call for several items from the 
window display, practically ransack the in- 
terior displays and pull nearly everything 
out of the show cases for possible approval. 

“T want to give him a surprise,” she said. 
“What would you advise?” 

The salesman said, wearily, “If I were 
you I should jump out from behind the door 
and shout ‘Boo.’ ” 


Many display personalities in positions 
with limited budgets complain bitterly of 
the disadvantages of their lot. Their phil- 
osophy seems to be that their displays will 
always be ordinary on account of this con- 
dition. Rarely indeed do you ever hear of 
a display person pouring out his heart due 
to the lack of good merchandise—and good 
merchandise is the basic element of any 
good display. The story is told about the 
noted English etcher, William Walcott, who 
first came to New York in 1924 to get on 
paper his impressions of skyscrapers. After 
spending several days looking up, he felt the 
urge to sketch. He tried vainly to find the 
paper he desired. Finally he looked up an 
old architect friend whom he had met in 
England. Walcott wandered about the archi- 
tect’s office and seeing the office boy wrap- 
ping up some blueprints, he asked: “What 
is that paper?” 

“It is just ordinary wrapping paper,” ex- 
plained the boy. 


“Nothing is ordinary,” corrected the artist, 
‘if you know how to use it.” He took one 
of the sheets and left the office. On that 
ordinary wrapping paper, Walcott, the mas- 
ter etcher, made two sketches of skyscrapers. 
One sold for a thousand dollars, the other 
for five hundred. They will live among the 
famous dry-point etchings of the world. 

Those of us with limited budgets. still 
have plenty of wrapping paper in the form 
of good merchandise if we know how to use 
it. When I was in high school our literary 
club, with a depleted treasury, was obliged 
to decorate the gym for a dance. We used 
old newspapers and did a wonderful job 
without costing a cent. Clem Kieffer, Jr., 
The Kleinhans Company, Buffalo, has won 
hundreds of prizes in men’s wear down 
through the years and he always says: “I 
won more when I had less to spend.” Clem 
learned early, like the great etcher, Walcott, 
that “Nothing is ordinary if you know how 
to use it.” 


Pat Patton, display manager of the Ball 
Store, Muncie, took an afternoon off recently 
to go fishing in a stone quarry on the out- 
skirts of Muncie. He climbed up and over 
rocky ledges seeking the exclusive spots 
where the fish bite. All this dangerous 
cliff climbing netted him no displays of fins 
to carry home to his wife and daughter. He 
was tired when he returned, so he took a 
nice bath and hurried down the stairs to 
partake of the perch usually ordered from 
the grocery store in advance of his fishing 
expeditions. And after hours of tricky 
clambering over rocks, he rounded the cor- 
ner of the living room, slipped on a newly 
waxed floor and injured his knee severely. 
Latest report from Muncie says: “Patton is 
about as helpless on crutches as a fish out 
of water.” 

Wordisplays: Ed Dean, display director of 
Dayton’s, Minneapolis, won first prize in 
the mid-summer aquacade parade with a 
giant reproduction of a Mississippi show- 
boat, 52 feet long, built on a 30-foot truck 
base carrying its own power plant... even 
the paddle wheel was in motion in a tank 
of water at the rear... to say nothing of 
the girls on the deck. . . . Ed “Dexterous 
Dayton” Dean has been a great contributor 
to better display in the Northwest for man) 
years ... everybody loves a winner—except, 
of course, those displaymen with whom hx 
plays poker. . . . C. G. Kemper, display 
manager, Krauss’, New Orleans, has reached 
his double seven birthday and is still going 
like a “Red” Grange in the display field... . 
Congratulations, Kemper, and may you keep 
on scoring for many years more... . The 
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AP3 WREATH & SCOTTY 
on Horizon Blue VELVELUR 
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AP2 SANTA 
on Xmas Blue VELVELUR 
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APl GIFT MESSENGER 
on Xmas Red VELVELUR 


Latest Xmas Designs--Appliqued Panels 


Brighten your holiday displays and boost business with these 
new 3-dimensional effects. Artistically executed from appealing 
shapes and colors of VELVELUR, SEAMLESS and TINSELLED 


Unique, Beautiful, Inexpensive! 


3x4 ft. Panels $3.25 Each 


papers. 


Write today for our new 


FALL AND WINTER CATALOG 


featuring the famous VELVELUR line. Illustrations show just a 
few of new winter and Christmas designs and display ideas for 
panels, ledge trims, post trims, wall cases, w:.ndows, etc. 


The ACE PAPER CO., Inc., Display Division 


Dept. 25, 426 West Broadway, New York, N. Y. 








best seller, “This Above All,” by Eric 
Knight, is worth taking time out to read. 
... Dale Jolly, a displayman whom I have 
lost track of in the last few years turns 
up at Meigs & Co., Bridgeport, Conn. 

He's a Texas bird that flew northeast in- 
stead of southwest. ... John McComb, with 
twenty years in display and advertising, 
joins Prange’s, Green Bay, Wis . . . another 
good member for the Green Bay Packer's 
Display Club team. Leo Walton, New 
York Store, Moline, Ill., was one of the 
tenor voices you heard sing in the Chicago- 
land Music Festival. . Display Director 
Bertoniere, D. H. Holmes Company, New 
Orleans, La., has recovered from a_ five 
weeks illness and is back doing his usual 
par job of display. ... The Ed A. Wussow’s 
have been busy decorating a room in pink 
and blue for someone new... Ed, the Schu- 
ers triple-threat man in Milwaukee, gives 
his entire staff of three stores a picnic at 
his cottage, and from all reports this last 
one was a record breaker for the three f’s— 
fun, frolic, and foam... . Fred Bantleman, 
Zeppen-field salesman, dropped in for a few 
minutes at the picnic and stayed until the 
road straightened out after the moon came 
up... it was purely a safety measure... 
the National Safety Council says: “To avoid 
that run-down feeling, don’t run across the 
Street!” ... Santa Claus is known as Father 
Frost in Russia in case you're short of a red 
idea for Christmas. . .. The army, we read, 
is experimenting with “meals stored in tin 
cans.’ Displaymen whose wives belong to 
afternoon bridge clubs have had plenty of 


— 


s 


experience to hand on to the generals 
Del LeSage, Field’s, Evanston, won the 


B-flight store golf tournament with a 96. 


The next Chicago display convention 
will have a new angle to uncover ... the 
Chicago subway will be finished by next 
June... . The I. A. D. M. may insist on 
going only to cities with subways in the 
future if the manufacturers rule ... might be 
a smart idea if it becomes necessary to have 
a bomb shelter in the midst of a convention. 
... Oh, well, I guess the important thing is 
that it is only about 100 days ‘till Christmas. 


Collier's To Sponsor 
Display Contest 

A national display contest, with a first 
prize of $100 cash, has been announced by 
Collier’s magazine. One primary rule must 
be observed by all entrants: the display must 
feature Collier's September 27 issue. For 
the most original and appealing display 
based on the hunting features in that issue 
a first prize of $100 will be awarded. Also 
there will be five regional prizes of $10 each 
for the best windows in the following terri- 
tories: New England, Middle Atlantic; Mid- 
western; Pacific coast, and Southern. Every 
entrant who submits a photograph will re- 
ceive $1 as a “thank you.” Displays may 
break on September 19 and entries must be 
received by Collier's, 250 Park avenue, New 
York City, by midnight of October 4. Pho- 
tographs should be 8 by 10 inches, glossy 
finish, with the entrant’s name, store, and 
address in ink on the reverse. 





BUTTRESS-BOARD 


The sturdy, fluted display board for 
beautiful columns and backgrounds 


CONCAVE—CONVEX— 
WOODGRAIN 


In Stock for Immediate Delivery 
Distributed by 


GARRISON-WAGNER COMPANY 


1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams 


SHOW CASES 


Ask for our New Catalog No. 41 
of modern, low priced cases. 


Detroit Show Case Co., Detroit, Mich. 

















DISPLAY YOUR 


CHRISTMAS TREE 


THIS YEAR WITH A 
REVOLVING STAND 
With Lights Flashing 
M. Moister & Co., Mfrs. 
2nd & Bristol Philadelphia, Pa. 











ePlease Mention DISPLAY WORLD 
When Writing Advertisers 








DON’T HIDE 
YOUR DISPLAY 
WHEN THE 


SUN SHINES! 
get full 
visibility with 


CALIFORNIA Mm [\ 


Transparent 
SUN SHADES 


Our MORE TRANSPARENT 
Material repels the sun‘s destruc- 
tive actinic rays! 








Display your most delicate fabrics 
and colors without fear of fading, or 
other sun damage! 


WRITE TODAY tor descriptive folder, 


new sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 








GIVE YOUR 
IDEAS a CHANCE! 


The success of your display lies in the way you 
put your ideas to work. A good idea is only as 
good as presented. The effect you want can be 
presented in an eye appealing, dynamic way 
when you use a Paasche displayman’s Airbrush. 
Throughout America the displays that ‘click’ are 
made with The Paasche Airbrush. It’s the modern, 
high speed way to make displays that sell! Paasche 
Airpainting Equipment is sold by Art Supply Dealers 
everywhere. 

Today—find out what the 
Paasche line can do for 
you—send for Free Air- 
brush Bul. P10-40, and for 
Flocking Equipment Bul. 
P5-38. 

TYPE F935 DISPLAYMAN’S 

AIRPAINTING UNIT 


Use right in window. Plug 
in any light socket. Make 
displays finer and _ faster. 
Includes: Famous Type $ 
Airbrush, Sturdy, quiet com- « 
pressor hose and accesso- 
ries. Price on Request. 


aseks Hirbrush be: 


1911 Diversey Parkway Chicago, Illinois 
In Canada: The Hughes Owens Co., Ltd., Montreal 
The Art Metropole Co.. Ltd. Toronto 











TRAPHAGEN FOR RESULTS! 
High-salaried, fascinating profession. Unlimited 
OPPORTUNITIES Demand for workers trained 
in Fashion, Interior, and Counter Display by Trap- 
hagen School. Register now for Day, Evening or 


Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 
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Color Theory 


By HOWARD CLARK 
Quanta Color, New York City 


(Editor's Note: During the past six 
months, the exhibit of Quantacolor, at 10 
Rockefeller Plaza, New York, has been vis- 
ited and revisited by many outstanding dis- 


playmen, representing leading stores and 
national advertisers. Intense interest has 
been shown in this new—yet old—break- 


down of color into the four natural spec- 
trums. “That it is the final answer to 
every displayman’s color problem there can 
be no doubt,” nationally known 
display manager of a Fifth avenue specialty 
shop. “It seems so simple and obvious that it 
is a wonder no one has presented it in this 
way before.” The following article outlines 
the theory involved.) 

Summarized here is the Quantacolor in- 
terpretation — difficult to present in words 
without a showing of actual colors. Never- 
theless, this may serve to introduce the idea 
to displaymen who have not yet found it 
possible to visit the exhibit at Rockefeller 
Plaza, or to those who, having seen it, may 
wish to review its premises. 

Quantacolor demonstrates with conclusive 
exhibit that all color naturally breaks down 
into four spectrums. These families of color, 
not man-made, are nature’s divisions. Every 
plant and tree blooms, lives and dies in col- 
ors confined to one of these four groups, 
each peculiarly its own. Thus, a geranium, 
when fresh and blooming, is recognizable in 
families; when it fades, 
leaves and blossoms, al- 
are still identified in the 


says one 


basic 


one of these color 
the colors of its 
though changed, 
same spectrum. 
That the human eye 1s instinctively aware 


of preferences for color in one of the four 


chief families or spectrums can be conclu- 
sively proved. We all have our natural 
color preferences and they remain constant 


in the color family to which each of us, as 
an individual, quickly responds. It is this 
natural adherence to our own spectrum 
which regulates our likes and dislikes, our 
choice of color in clothing, home furnish- 
ings, or whatever we buy. Old masters and 
modern painters alike are further examples: 
their palettes includes shades 
than a single spectrum. 

Quantacolor displaymen: if 
you would derive 100 per cent pulling power 
from your displays, take cognizance of these 
four families—let them serve as your 
yardstick in backgrounds, mer- 
chandise and 

How will this aid in creating better sell- 
ing displays? 

It becomes apparent to each individual 
that in creating a display, he naturally fol- 
lows his own tastes. That is obvious—and 
sound enough as far as it goes; but it does 
not go far enough. As conclusively demon- 
at the Quantacolor showing, each 
person's tastes represent but one of 
four families of color preferences. Thus, 
you, as a displayman, except through imita- 


no one ot 
from more 


suggests to 


color 
choosing 


accessories. 


strated 
own 





tion, are constantly ignoring three other 
equally important color ranges. You are, 
in short, missing opportunities to sell the 
other 75 per cent of the people who, viewing 
your displays, should be induced to buy. 

Up to now, many displaymen have recog- 
nized this limitation in their own work, but 
have been unable to identify the cause. 

How can displays do a better selling job? 
By building them along lines clearly illus- 
trated in the Quantacolor exhibit: that is, 
if a display is to be a single unit type, keep 
it in one single color spectrum—whichever 
family that may be. This applies to both 
merchandise and to background. 

Or, if the display is of the mass or bulk 
type, arrange merchandise so that each fam- 
ily of color is grouped together, each unit 
then pleasing in itself. In short, each of us, 
viewing a mass display broken down into 
four color families may be less interested in 
color groups not our own, but at least we 
will be aware of their rightness. Our own 
color group will attract our attention and 
hold it—just as each of the other three color 
families will interest persons who _ prefer 
that particular color division. 

How is it possible for a displayman to 
know and to recégnize these four different 
families of color? This is the Quantacolor 


vardstick or guide, summarized _ briefly 
below: 
First: radiant, fresh, warm colors, each 


of which attracts the eye and stands out 
freshly from its background. Even the palest 
tones in this palette have the same warm 
quality of the strong royal blues and _ scar- 
lets. Every tone enhances every other, 
bringing it out to its full value, so that 
every color within this spectrum can be used 


with every other color in it with perfect 
taste. When effects of brightness and radi- 
ance are desired, any of the colors within 


this spectrum used with any of the others 
will cause these effects. Warm, fresh tones 
naturally contrast with one another, bring- 
ing each out to the full. All degrees of con- 
trast can be had through this palette. In 
perfect harmony, royal color can be _ piled 
on roval rolor until the maximum volume 
of brightness possible is attained. When 
less than the maximum is called for, the 
amount of brightness can be graded by the 
selection of tones. 

Second: vibrant, sharp, dry colors, de- 
sirable in displays that suggest an atmos- 
phere of quality and distinction. The glint- 
ing, steely every color in this 
palette enhances its every neighboring color 
contrast as in 
action is an 


dryness of 


by comparison, not by 
Quanta-l. This comparative 
equalizer, on the principle of “taking from 
the strong to add to the weak.” This neu- 
tralizes differences. In the Quanta-2 
trum, put the stronger colors beside the 
weaker, and their differences are equalized. 
They become comparable, qualifying one 


spec- 
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snother. This action causes a vibrant, lively 
itmosphere. Through using these compar- 
ative Quanta-2 tones, effects of distinction 
and unobtrusive quality can infallibly be 
caused. 

Third, iridescent, delicate, chalky colors, 
where intensification is the objective. Here 
the quality of the colors is hard and cold 
and thin. The airy transparencies, the fa- 
miliar chalky pastels select this palette, and 
it is obvious that these tones high-light 
color, intensify it with a hard clarity. Noth- 
ing of contrast or of comparative action 
here. Each color sparkles in its intensity 
beside its neighbor and will associate only 
with neighbors that similarly sparkle. This 
is the intensification of color. Effects of 
delicacy, of shimmering iridescence are 
caused through the Quanta-3 colors. They 
airily delineate objects, shimmering from 
them in sparkling intensity. The diamond 
throws off every color of the rainbow—the 
third rainbow, in the same separation of 
iridescent color. 

Fourth: opalescent, glowing colors, sug- 
gesting mellowness and depth and richness. 
Instead of separateness and iridescence as 
in Quanta-3, all tones of Quanta-4 blend 
and merge. When opalescent effects of glow 
and luminosity are desired, these Quanta-4 
colors will arrive at these effects infallibly, 
and against the weight of the rich back- 
ground of the deeper Quanta-4 colors, the 
lighter tones of the spectrum can be used to 
illumine the whole. All remains in perfect 
harmony and balance. 

In short, Quantacolor departs from the 
commonly accepted idea that a_ blue is 
merely a blue, or a red just a red. This 
natural break-down points out that there are 
tour families of reds, blues, greens, yellows, 
etc. Each family contains every hue, but of 
its own characteristic value. 

It is the Quantacolor yardstick, therefore, 
which points out to displaymen: by al 
means combine colors in your displays, but 
If you use, 
say, a yellow background in the second 
spectrum, use merchandise against it in 
colors from that second spectrum. How to 
recognize the merchandise or the colors? 
That is where the automatic yardstick is of 
invaluable assistance. 

Who invented this color theory? It is 
interesting that no one invented it—any more 
than any individual takes the credit for 
nature’s colors. The break-down of color 


combine correct color families. 


into four families is nature’s own basic law. 
It took merely a clear eye to discern it. 
Quantacolor, then, did not conceive this idea 

it has merely reassorted the universal 
colors, reclassified them, made order out of 
chaos, into four natural families. An ex- 
hibit and demonstration of this—presented 
in a clear, practical way for displaymen—is 
making the showing at Rockefeller Plaza a 
mecca for alert display and sales promotion 
executives. 


Apolinsky Wins 
Bermuda Trip 


Apolinsky, Loveman, Joseph & 
eb, Birmingham, has been declared win- 
r of first prize in the display contest held 
connection with National Luggage and 
eather Goods week. The award consists of 
twelve-day cruise to Bermuda. 


Joseph 
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NALCO 


SNOW-FOREST 
MURALSCENE 


SIZE 
6814." high by 50” wide 
A Snow-Forest Mural of majestic 
grandeur, made on a strong grade 
of canvas-finish white paper. Pro- 
duced in multi-color combination of 
blue and white with white border. 
Packed in individual shipping 
container 


Shipping weight approximately 
5 lbs. 


PRICE 


*3.75 


Other Nalco Winter and 
Christmas Items 


NALCO WINTERSCENE 
AND 


NALCO SNOWRANGE 
PANORAMAS 


Due to present conditions, orders will 
be booked in rotation as received 
and it is suggested that you order 
early so as to allow adequate time 
for delivery. 


Full color circulars on request. 
(Ask your dealer) 





naleo 


INCORPORATE D 
116 E. 27th St.. NEW YORK, N. Y. 
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CRESCENT 1100 SERIES CARDBOARD 


CRESCENT 
Quali 
BOARDS 





We invite 
100 SERIE 
- manufactured ..... SAMPLES ON REQUEST 









XN 


This new EXTRA TOP 
COATING offers you a 
superior ONE STROKE 
SURFACE, improved 
ERASING QUALITIES and 
brighter COLOR VERSIONS 


The Smooth Texture , Non-fading and Non-bleeding 
Qualities, and 14 Ply Laminated Middle, intro- 
duced as original features remain unchanged. 


ry to try the 1941 Model Crescent 


Board ~ the “most modern” 


GC Product of 
CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. 


or Sale by Leading Dislibulors. 


CHICAGO, ILL. © 


ae Crerywhere / 





























SPECIAL NOTICE 


WE ARE NOW 


National Distributors 
OF 


MAR-BALIQUE 
SPATTER DASH 
JEFFERSONIAN BRICK 


Styled by Bliss 
All designs Registered 
A leading High Style Disp!ay Accessory 


Samples on Request 


All three numbers 9’ x 18’ 


—_—<-—_ 


OUR HOLIDAY LINES 
NOW READY 


Multi-Color Gradations 
Scenic Holiday Settings 
Giant Santa & Tree Panels 


National Distributors of 


NeSeam* 


*Reg. U. S. Pat. Office 


The preferred extra-wide seamless paper 


COY, DISBROW AND GOMPANY, INC. 


686-690 Greenwich St., New York City 
228 North LaSalle St., Chicago, IIl. 








“SUNFILTER” 


TRANSPARENT SHADES 
INSURE 


YOUR 
WINDOW 
DISPLAYS 
AGAINST 
FADING 


SUNFILTER SHADE CO. 
1063 South La Cienega Boulevard 
Los Angeles - - California 





NOW! NEW! 


CLEAR AS GLASS 
COLORLESS “SUNFILTER” SHADES 


EASY TO INSTALL 


Over 1,000 “Sunfilter" installations. Send 
for certified list of stores protected by 
genuine ‘''Sunfilter." "Sunfilter" shades are 
opproved by the F.H.A. . . . Write today. 











THAYER & CHANDLER AIRBRUSH 


{ 
for the partic diar art 


THAYER & CHANDLER 
O10 W.VAN BUREN ST., CHICAGO.IL 





| blocks made of “%-inch plywood. 
| cylinder can be any 


and kolted 
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One of the chief objections to home-made 
snow machines for display purposes has 
been the fact that they are usually capable 
of producing only one type of snowfall. 
The device shown here, the work of John 
Plochocki, Neisner Brothers, Cincinnati, has 
a range varying from a few scattered flakes 
to a regular blizzard, depending on the whim 
of the operator. Lengthy tests prove its 
dependability. 

The principal items 
snow machine’s construction include a small 
motor of the standard turntable type, a 
strip of 24-inch wide hardware cloth having 
44-inch mesh, rheostat, lumber, and a mix- 
ture of confetti and cornflakes. The mesh 
is formed into a tube around 8-inch circular 
The mesh 


necessary for this 


practical length; for 
that matter, several sections can be made 
together. Openings on wire 
hinges are made at regular intervals for re- 
filling. 

The “snow” used consists of a mixture of 
unbleached cornflakes and Dennison’s white 


| crepe paper confetti, in equal amounts; the 









confetti flutters to the floor more slowly than 
the cornflakes and gives an added note of 
realism to the scene. One filling of the 
“snow” is said to last for from 48 to 60 
hours of operation, providing the device is 
properly connected and slowed down by the 
rheostat. The rheostat of course provides 
for the various speeds at which the cylinder 
revelves. The rheostat is left “on” and a 
connection is made to an outlet as desired; 
a circuit breaker enables the unit to be 
started and stopped at will. 

This snow machine is primarily designed 
for a narrow window or for a shadow-box 
effect. It does not scatter the flakes over 


—With this simple snow-machine. the display- 
man controls the rate at which the "snow" 
falls. The adjustment is made by a rheostat, 
permitting either a few scattered flakes to fall 
or the appearance of a miniature blizzard— 


Light Snowfall or Blizzard 
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You Wish 


the entire window, although the two con 
cealed oscillating fans prevent a straigh: 
fall of the snow. Should it be desirabl 
to have the snow fall throughout the entir 
window, several units can be installed a: 
intervals on the ceiling, although in most 
cases such an installation would be visiblk 
from the street side of the glass. 

The spotlights should be shielded to pre 
vent them scorching any flakes which might 
fall on them. 

Phochocki, who has applied for a patent 
on the unit, estimates the total constructior 
cost — including motor, rheostat, lumbe1: 
hardware cloth, etc.—at about $18. 





Display Rebates Figure 
In FTC Charges 

Violation of the Robinson-Patman act 
through rebates for display and other serv 
ices is charged by the Federal Trade Com 
mission in a complaint against Life Savers 
Corporation, Port Chester, N. Y. The charg: 
alleges that Life Savers secretly paid and 
contracted to pay certain retail customers 
10 per cent on dollar volume for display ad 
vertising and distribution of the mints, and 
that other customers were refused payment 
for similar services. It is also charged by 
the FTC that the corporation maintained 
strict secrecy in regard to its arrangements 
with customers for payment for display, and 
that district managers were told to deny to 
customers any knowledge of such rebates. 
The complaint further alleges that Life Sav 
ers tried to hinder the spread of display al 
lowances to small customers, even when 
offered exclusive display privileges. 


Klein Resigns 
Columbus Job 


William S. 
charge of display for 
Company, Columbus, 
His successor has not yet been named, not 
has Klein announced his future plans. 


Klein, for seven years in 
Morehouse- Martens 


Ohio, has resigned 
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Why Don’t They? 


By BERNARD McRONALD 
Chicago 


It has been my pleasure to call on many 
department store display managers, and dur- 
ing these calls I have noticed that new ideas 
have always found ready acceptance and, 
sometimes, quick adoption. But at times I 
have been impressed with the fact that in- 
sufficient “use” has been made of good win- 
dow displays. 

For instance, the average woman shopper 
after seeing the windows on the street will 
enter a large store and make or not make 
her purchase—and usually leave without an- 
other thought to the street displays. Why 
not photograph and blow-up each window 
display and install a bank of photographs, 
suitably illuminated, at the elevators on 
each floor or at suitable floor locations, 
identifying each photograph with the floor 
that the merchandise is being sold on? 





Don't rely on the porter to pull up or let | 


down your window awnings on those win- 
dows facing south and west. 


up a_fractional-horsepower 


Why not fit | 
motor and a | 


photo-electric cell so that when the sunlight | 
strikes a pre-selected spot the motor cuts in 


and lets down the awnings ? 


The perfume department of a store can | 


be readily found by the sense of smell alone 
Here is merchandising without the use of 
sight—until the shapely bottle or package is 
chosen. Why not “perfume” the leather 
goods department, for example, so that it 
gives off that rich leather aroma? The same 
could apply to the department featuring 


English tweeds. 


And who wouldn't long for | 


a hunting jacket or heavy sports outfit if | 


the pine 
one the initial urge to “see what's to be your 
next buy’? 

Memo pads with merchandise “cuts and 
specials”—listing their location in the store 
—could be given a prominent location in an 


forest's odor—plus display—gave | 


automatic dispenser near the entrance for | 


the benefit of window shoppers. 


What a problem sidewalk reflection some- 
times is!—and who said sidewalks have to | 


be “near” white? Why don’t they paint or 


cover the surface with a non-slip material | 


(like the decks of some ships) in a dark, 
light-absorbing color? White 


lines could | 


be inlaid in this for traffic control and also 


for store entrance inducement. 


Displayman Struck By Car 
While In New York City 

\rthur Furian, who has charge of display 
for Miller's, Knoxville, was struck by an 


automobile while on a recent buying trip to | 


New York City. 
Was necessary, but he is now 
recovering satisfactorily. 


Exhibit Brochure 


Is Issued 


\ new brochure by Richard Howell Ex- 
hibits, Ine., 771 First avenue, New York 
City, printed in two striking colors, offers 
exhibit buyers a constructive plan for bet- 
ter exhibits. Copies are available. 


A stay in a local hospital | 
reported as | 
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~ the Tackor 
and Staples do perfect teamwork. 


SEND FOR DETAILS 
regarding Hansen Blue- 
Line Tackers with the new 
Take-up Jaw. 


HANSEN 


with a BACKGROUND 
of CONTINUAL PERFORMANCE 


MADE in the same plant by the same exacting methods—designed 
and produced to function together AS A UNIT—Hansen Tackers 
Result—highest possible depend- 
ability of operation—constant, on-the-job performance. 

This perfection is attained to an even higher degree in the new 
Hansen Blue-Line Tackers with their unique Take-up Jaw. This feature 
permits easier servicing and insures greater Tacking efficiency. 
gate this new addition to the Hansen line, consisting of 36 models. 


A.L.HANSEN MFG. CO. 
5041 RAVENSWOOD AVE. 
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WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. Baitimore, Md. 





MITTEN’S DISPLAY LETTERS 


Moulded white kaolin composition letters-pin, track 
and sanded back “in stock for immediate delivery.” 
—distributed by— 


GARRISON-WAGNER CoO. 


1629 LOCUST ST. ST. LOUIS, MO. 
Chicago Showroom—326 W. Adams 

















THE WEISS < KLAU CO. 


462 BROADWAY, NEW YORK 


Leather Cloth Division 


























FOR FALL AND WINTER DISPLAYS 


BACKGROUNDS, FLOORINGS & DECORATIVE PURPOSES 


A New Coated Textile 
in a Novel Quilted Effect 


QUILTEX 


7 Beautiful Colors Ready Now—Immediate Delivery 
SEND COUPON FOR COMPLETE INFORMATION 


esoeeeeeeeeeeeg, 














THE WEISS & KLAU CO., 462 Broadway, N. Y. 


You may send complete sample folder of 
QUILTEX with prices. 
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Make your displays live 
'. » » With SpeedWay Motion 


Animate your displays with SpeedWay Motors 
ottention, 


ae 
your merchandise display, stege your specials 
on SpeedWay Turntables, that show all sides, 
fell more, sell more. SpeedWay is display 
animation headquarters with Turntables from 
5 to 500 Ibs. capacity and a complete line of 
back-geared miniature electric motors and 
motion mechanisms, that will produce any 
motion or series of motions af any s ; 
that plug into any 115 V light circuit, can be 
i set up anywhere. 
Write for catalog of SpeedWay Display 
Motors or better still, send rough sketch and 


describe effect wanted. SpeedWay experts 
will tell you how to do it and the costs. ¢ 


me ¢ 








the 


see *... 


DARLING DISPLAYS 


AT 


Our CHICAGO SALESROOM 
326 WEST ADAMS STREET 
Featuring the most complete 
line of papier-mache forms 
and millinery heads on the 
market. 









Distributed by 





WRITE FOR LITERATURE 





MARLBORO 
CORONET 


The Ultimate 
in mannequins 
Write for Catalogue D 
Presented by 


The Display Equipment Corp. 


147 West 37th Street New York City 
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THE CASE OF: DISPLAYMAN 
VERSUS STORE-DESIGNER 


[Continued from page 17] 


street front. But the disadvantage of this 
scheme is that most people will not enter, 
for the following reasons: first, “narrows” 
between both front windows’ discourage 
them, and, second, they are able to look 
into the show windows throughout the entire 
depth of the arcade without entering it. 
This view is the worst possible, distracted 
by too much visible merchandise without 
proper background. It is as if one has a 
bad seat at the theatre, looking into the 
wings where one can see all the backstage 
operations. Why should the passerby enter 
when he gets the whole story beforehand ? 

No. 4 shows a scheme which was intro- 
duced by us in many variations (Lederer de 
Paris, Fifth avenue; Steckler, Broadway 
and 72nd street; Paris Decorators, Grand 
Concourse; Canterbury Shops, White 
Plains). The main features of this scheme 
are that all display-windows are directed to- 
wards the center of the arcade, forcing the 
passerby to enter and giving him the best 
possible view of the merchandise. Cases 
are separated from each other in order 
to allow individual display. The fact that 
in these separated showcases display meth- 
ods and backgrounds can be varied keeps 
the interest of the window-shopper and 
makes her wander from one case to the 
next. Another feature is the low center 
showcase which gives additional display 
room without blocking the view to the en- 
trance door and which directs the flow of 
arcade visitors. 

The partition wall between store and ar- 
cade consists of glass, offering full view 
into the interior and into the display behind 
this glass partition wall. The display space 
should be utilized in the most effective man- 
ner as it is next to the entrance door and 
should have every possible drawing power 


—Several different types of store front are 

shown in the small plans. The accompanying 

article explains the advantages and disadvan- 
tages of each— 
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to lead the public to the rear of the arcade 
In many cases we transform this space inti 
a regular “display stage” with all the fea 
tures which stage technique offers. The side 
walls of the arcade and store are not onl, 
in the same plane but they are handled i: 
the same or similar material in order t 
create a continuity between inside and out 
side. The psychological effect of this sys 
tem, to overcome the “phobia” of enterin; 
a store by minimizing the difference betwee: 
the room where the customer already stands 
and the one he has to enter, should not be 
underestimated. 

In our plans we show, of course, only the 
principle of this arcade system, which car 
be varied for every special need. 

The traffic flow in Nos. 3 and 4 illus 
trates the superiority of No. 4 very clearly. 
If we assume that merchandise displayed in 
both cases is so interesting that the atten 
tion of 70 per cent of the passersby will be 
attracted, the results are as follows: in No. 
3, 30 per cent of the people may be caught 
looking at the first show window as they 
pass. Another 30 per cent will look at the 
second show window. About 10 per cent 
will actually enter the arcade without being 
drawn near to the entrance door. In No. 4 
all interested window-shoppers will enter 
the arcade and will be forced by means of 
the center showcase, which blocks the di- 
rect way to the opposite show windows, to 
walk around the whole arcade looking at all 
displayed merchandise, and will be drawn 
near the entrance door. These facts are 
based on experiments which have been made 
in exhibitions, museums, and art galleries. 

The design of the show window itself de- 
pends entirely on the merchandise to be dis- 
played. The glass height, the window depth, 
the question whether small individual show- 
cases or a continuous show window should 
be installed, the kind of lighting to be used, 
the forms and materials of the window back- 
grounds—all these things depend on the kind 
of merchandise to be shown, its price level, 
and the sales policy of the store. 

Stores which depend on mass selling need 
big display windows, allowing the display 
of large quantities of merchandise. Stores 
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vhich sell more highly priced merchandise 
need showcases which allow the glorifica- 
tion of the individual piece. 

But there are some rules which are almost 
always true: the show window background 
should be quiet, and of a neutral color; orna- 
ments, decorations, and materials which 
would compete with the merchandise must 
be avoided. An ideal arrangement is the 
construction of background and show win- 
dow floor in such a way that they can be 
covered by the displayman by a_ simple 
means according to the change in displays. 
The show window should never have too 
great a depth; to organize many pieces of 
merchandise one behind the other must nec- 
essarily cause confusion. In many cases it 
is very helpful to give the window back- 
ground a floor-shape which divides the dis- 
play area into individual parts, which thus 
makes possible the organization of the mer- 
chandise into different groups. 

The bulkhead height again depends on 
the article to be displayed. Small objects 
should be brought near to the eye, and in 
such cases the bulkhead should be about 3 
feet up, or higher. If merchandise is dis- 
played on mannequins, the bulkhead must 
be extremely low in order to make the fig- 
ures visible in the proper perspective. 

Even the window lighting depends on the 
price category, and the size and character 
of the displayed merchandise. High-priced 
merchandise asks for dramatization in light- 
ing, with individual spotlights and very 
often not too high a lighting intensity. Mass 
products, on the other hand, call for in- 
tense and even lighting. 

For some time now a new light source, 
fluorescent lighting, has been very popular. 
Due to an excellent publicity campaign this 
new lighting is being used exceedingly 
much, even in cases where it is completely 
out of place. Fluorescent light sources 
should always be hidden, as their concen- 
trated light strip otherwise has a glaring 
effect and takes away interest from the mer- 
chandise. Fluorescent light also has a cold 
effect, and changes the colors of many arti- 
cles and fabrics to their disadvantage; espe- 
cially food, candies, and cosmetics suffer in 
sales appeal when lit by fluorescent lamps. 
\nother disadvantage is that the softness of 
the fluorescent lighting, as desirable as_ it 
may be in many cases, misses the punch and 
highlighting power created by incandescent 
reflector lighting. We have very often found 
the use of a combined fluorescent and incan- 
descent lighting system for display windows 
very advantageous. For any lighting sys- 
tem it should be a rule that no light-source 
should be visible in the show windows. It 
necessarily distracts attention. 

The captions under the photographs ex- 
plain these particular installations in which 
the principles outlined in this article are 


mploy ed. 


Otto Lasche Named 
Convention Head 


The appointment of Otto Lasche, Kline's, 
is convention director for 1942 has been an- 
ounced by Joseph McCann, president, In- 
ernational Association of Display Men. The 
mvention will be held at the Jefferson hotel, 
st. Louis, June 26-30. 
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modern 
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STYLED BY GLADSTONE 30 displays Ta) eo} IS 


Here is a brand new point of sale merchandise display for 





which any store can find a hundred uses . . . a display any 
manufacturer could use, assured it is the ‘‘focal’’ point in all 
interior and window displays. © Most spectacular and deco- 
rative display ever created . . . the master touch in dramatiz- 
ing the display of modern packaging . . . it has everything. 
© The base unit can be changed into as many completely 
different displays as there are minutes on the clock . . . each 
attractive and attention-getting variation provides all-around 
visibility for the item displayed, and protects merchandise 
from dirt and dust, all at amazingly low cost. © Uses: Jewelry, 





handbags and shoes to bottle goods, cosmetics, delicacies, etc. 
JOBBER 


a ie PLASTI-LITE DISPLAYS 


AVAILABLE descriptive circular to ™™ 55 WEST 42ND STREET © NEW YORK CITY © PENN. 6-2060 














NEW, ATTRACTIVE, INEXPENSIVE 


Heavy. graceful festooning for the exterior or interior of your 
store. We recommend Balsam Roping to give your display 
the real Christmas atmosphere. Eevergreen Roping decorations 
are suitable for streets, stores, public and private buildings. 






Our Balsam Roping is bushy and well rounded and comes in 100-ft. rolls. 


RORe Ge A CRI IR BO ooo vic os eats decide Kenenee mwas .$3.35 
EA te TU a I te ook ec eke ceciinccscanewaees $3.95 
Heavier grade, superior quality, per 100 feet..... ......$4.50 to $4.95 


Natural Tinted Balsam Sprays, size 24’’x24", pastel shades, choice of 
silver and green; silver and old rose; silver and lavendar: also white 
frosted, per 100 (500 or more, 10‘% discount).......... wecece o oMeee 
All Prices F.O.B. La Crosse or North Woods 
Prices Subject to Change Without Notice 
BALSAM WREATHS AND STARS MADE TO ORDER 


Don’t Delay—Place Your Order AT ONCE! 


SEMSCH DISPLAY SERVICE 


626-28 SO. 3rd ST. LA CROSSE, WIS. 

















Wg! a Manne wins 
8° GIANT CURVE 
Rolls 8’ wide and 314” flute. The 
new Christmas numbers: Winter » BY O * 
Village — Carol Singers — Patriotic * 
Santa—Toyland Circus. ¥ om 
Distributed by *¥ SIN ca’ teed *” 
GARRISON-WAGN E R COM PANY * For Mannequins that merchandise see Mileo’s 
1627 LOCUST ST. ST. LOUIS. MO. | pera: Boar ong hPa ge ror 
Chicago Showroom—326 W. Adams 7 West 36th St bet, Sth 6 New York 

















Tel. Gr 3-7242 


STUDIO 


MANUFACTURERS OF 


@ Papier Mache Heads 
@ Rubber Hand Units 
@ Masks and Busts 
CHRISTMAS SPECIALTIES 


Display Creations of Originality 
SHOWROOM AT SAME ADDRESS 


333 Fourth Ave. New York City 











Grecian Mold 


SPINNERET PATTERN 


A precision designed, semi-rigid display 
background for quick installation. Flutings, 
414 inches wide by 1'%4 inches deep. The 
most beautiful background of its type. 


Distributed by 


GARRISON-WAGNER COMPANY 


1629 Locust St. St. Louis, Mo. 
Chicago Showroom—326 W. Adams St. 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @AIl colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 











GIANT LOCOMOTIVE 


Wooden display model of Western super mo 
tive power. 9% ft. long, 19 in. high, including 
track. Engine alone 6 ft. long. Sensational 
eye catcher. $100, includes case. Write 


A. S. PENNOYER 


114 EAST 66th ST. NEW YORK CITY 
Photo on Request 





DISPLAY WORLD 


Foreign Display 
News Notes 


Our London correspondent writes: “We 
were glad to receive your July number to- 


| day. Reading the account of the Inter- 


national Association of Display Men con- 
vention, it is hard for us over here to 
realize that such things are taking place 


| on such a peaceful subject as display. The 


only sort of conferences we seem to have 
these days are on how to deal with incen- 
diary bombs, gas attacks, and—if you are 
in the Home Guard—parachute troops! 

“As for display, everybody is now re- 


| duced to that point where they have prac- 


tically no materials for decoration. Every 


| material that has any use at all is wanted 


for the war machine. As a result, the dis- 
play staffs that are left or do still exist 


| have to improvise with very old stock or 


non-essential materials. 

“Tt is interesting to see how more and 
more the official government departments, 
such as the Ministry of Food and the Min- 
istry of Agriculture, and now the Red Cross, 
are making use of display propaganda.” 

From Harry Nicol, Burns Philp Steam- 
ship Company, Ltd., Suva, Fiji, comes an 
interesting letter and a snapshot of a recent 


| “Victory” window he installed recently. The 
| display deals with the alliance of the United 


States and Great Britain, featuring portraits 
of President Roosevelt and Winston Church- 
ill. The English bulldog is shown chewing 
a Nazi swastika. Nicol concludes his letter 


| by saying: “We are many miles away but 


are doing all we can to help win the war 


| and to assist England in every way. May 


God bless you for all the wonderful help 
you have given our motherland. God _ be 
with you, our American friends.” 


Garrison-Wagner Celebrates 
Chicago Showroom Opening 


On Monday evening, September 8 The 


Garrison-Wagner Company, St. Louis, large 


distributors of display fixtures, materials 
and accessories, celebrated its entry into 
the Chicago market by a formal opening 
of its new Chicago showroom at 326 West 
Adams street. The showroom occupies the 
entire third floor at this location and is 
arranged to show the many display lines 
handled by the company to best advantage. 


| There are numerous dummy show windows, 


affording ideal opportunity to display the 
various display items as they will be finally 
used. A brief glance at the showroom dis- 
plays gives one a splendid idea of the wide 
range of display materials that have been 
developed to meet the needs of America’s re- 
tailers. 

The attendance of Chicago displaymen 
and members of the Chicago display indus- 
try, together with a large delegation from 
the Milwaukee Display Club, was a tribute 


| to the company’s position in the display 


field. Among the out-of-town visitors who 
made a special trip for the occasion were 
Trowbridge H. Stanley, president, L. A. 
Darling Company, Bronson, Mich., and N. 
Silverblatt, secretary, DISPLAY WORLD, 


| Cincinnati. 


To appease the appetites and thirst of all 
in attendance there was a huge smorgasbord 


| and an abundant supply of thirst-quenchers 
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NEW FALL BACKGROUND PANELS 


Stadium 
Snowscape 


Campus CoEds 
School Slate 
Flying Ducks 


BULKTON SEAMLESS 
BULKTON DISPLAY PAPERS 


In Stock for Immediate Delivery 


GARRISON-WAGNER COMPANY 


“Distributors” 
1629 LOCUST ST. ST. LOUIS. MO. 
Visit Our New Chicago Showroom 
326 W. Adams Street 











CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigns @ Backgrounds 
@ Displays @Fixtures 
Send for free Sample and Literature 


2 228 NO. LASALLE ST. 
Carstenite Sales ** O3icKGo. art. 


REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


524 S. Spring St. Los Angeles, Calif. 














145 to 151 
W. 18th St. 
New York 


Write tor New 
Catalogue “D” 





of every description. Formalities were dis 
pensed with and the occasion was one ot 
good fellowship and conviviality. I. T. Vier- 
heller, general manager of the company, and 
W. F. Kramer, manager of the Chicago 
office, were hosts. 


Kash To Speak 
At Des Moines 

R. C. Kash, editor, DISPLAY WORLD, 
will be the speaker at a luncheon meeting 
of the Des Moines Advertising Club in Sep- 
tember, and at a meeting of local display- 
men during the evening. The date has been 
tentatively set for Tuesday, September 30. 
The meetings are being planned by Arthur 
Brayton, of the Des Moines Chamber otf 
Commerce, and Max Berck, display director, 
Frankel’s. 
Ochiltree Joins 
Dunlap's 

Virgil Ochiltree, formerly with the dis- 
play department of Shillito’s, Cincinnati, 1s 
now display manager for Dunlap’s, men’s 
wear shop, of the same city. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where, 
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1941 


l. A. D. M. NEWS 


[Continued from page 35] 


E. B. Martin May, 1909-Aug., 1910 
Sharon, Pa. 
Morten Hoffstadt .. Aug., 1910-Aug., 1913 
Jackson, Tenn. (Also lived in Knox- 
ville, St. Louis and Milwaukee dur- 
ing tenure of office.) 
(Association became _ Interna- 
tional Association of Window 
Trimmers in August, 1913.) 
Claude J. Potter Aug., 1913-Aug., 1915 | 
Leinbach & Co., Lancaster, Pa. 
(Association became I. A. D. M. 
in August, 1914.) 
A. J. Edgell Aug., 1915-Aug., 1916 | 
New York City | 
E. J. Berg Aug., 1916-Aug., 1917 | 
Burgess-Nash Co., Omaha 


Harry W. 
Loveman, 
E. Dudley 
Sibley, Lindsay 


Rochester, N. Y. 


Hoile Aug., 
Joseph & Loeb, Birmingham 
Pierce 
& Curr, 


c. = Wendel July, 1920-July, 1921 
J. L. Hudson Company, Detroit 
oe J. Millward July, 1921-July, 1922 
Mannheimer Bros., St. Paul 

. William H. Teal July, 1922-June, 1923 


La Salle & Koch Company, Toledo 
J. J. Cronin June, 1923-June, 
L. Bamberger & Co., Newark, N. J. 
Jack Cameron June, 1924-June, 
Harris-Emery Company, Des Moines 


1924 


Joe Chadwick June, 1925-June, 1926 
Famous-Barr Company, St. Louis 
W. L. Stensgaard. . June, 1926-June, 1929 
Stewart-Warner Corp., Chicago 
James H. Everetts. June, 1929-June, 1930 | 
M. L. Parker Company, 
Davenport, lowa 
Emile Schmidt June, 1930-June, 1932 
Gimbel Bros., Philadelphia 

. Chas. A. Vosburg... June, 1932-Oct., 1933 


Hochschild, Kohn & Co., Baltimore 


(Note: No convention held in 
1933.) 
Carl V. Haecker Oct., 1933-Nov., 1933 


Montgomery, Ward & Co., Chicago 
(Elected at emergency reorgani- 
zation meeting in Chicago, to 
serve until next convention. Re- 
signed after one month because 
of lack of time.) 

Geo. W. Westerman Novy., 1933-Aug., 

Commonwealth-Southern Corp., 

Jackson, Mich. 

Glee R. Stocker Aug., 

Wohl Shoe Company, St. Louis 

Erwin A. Hiffman.. Aug., 1937-June, 1939 

Hiffman Display Advertising Com- 

pany, St. Louis 

Joe McCann 

S. Kann Sons Company, 

Washington, D. C. 


1935 


1935-Aug., 1937 


June, 1939 


here was also a motion carried that any- 


one having been a paid-up member of the 


I 


be 


ing a member of the 
this was a grand thought but as I. A. 


\. D. M. for a period of twenty-five years 


1917-July, 1918 | 


July, 1918-July, 1920 | 


1925 | 
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A new scientific 
dirt quickly, leaving a fresh, clean surface. 


It’s New! PATTEE'S 


Mt 


A LIQUID CLEANER FOR MANNEQUINS, 
FORMS, AND BACKGROUNDS 


// 


dirt loosening formula that releases 


Satisfaction guaranteed or money refunded. 


CONTACT NEAREST JOBBER 
Nat Siegel, 39 W. 
Carson, Pirie, Scott, 366 West 
J. Ralph Hill, 930 Terminal Sales Bldg., Seattle 


37th St., New York City 


Adams, Chicago 


DISTRIBUTOR 


CARRATA COMPANY 


1025 W. 
ADDITIONAL JOBBERS WANTED 


7th St., Los Angeles, Calif. 
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“THE PERFECT BACKGROUND” 


‘“ BROADSWEEP 


HEAVY DUTY PAPER 


Sol 


24 GLORIOUS COLORS 


ING 


COVERS LARGE SURFACES 
ELIMINATES SEAMS 
RIBBONS TO MATCH 


See Your Dealer or 
WRITE FOR COLOR CARD TODAY 


Capital Merchandising Company 


217 CHRISTOPHER AVE. - 


NEW JOBBERS TERRITORIES STILL OPEN 


iim dip dian dip dip dip din din, din din, dip, dip ip di aii 


MORE ECONOMICAL THAN PAINT- 


FINE MAT FINISH FOR LETTERING | 
OR SCREEN PROCESS WORK 


ONLY! 


L959 


12 YD. ROLL 





- BROOKLYN, NEW YORK 
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awarded a lapel pin to designate his be- | 


Twenty-five Year club. 


D. M. 


cords are not complete for over a period of 


I 
Cj 
| 
} 


lve Or Six years, 
ite 
low he can 


your secretary will appre- 
suggestions as to just 
ascertain which members have 


from everyone 


n paid up for this length of time. 
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MOTION MECHANISMS 
@ Be as thrifty as the squirrel! 
Save money as other displaymen 
do—use FLEXOMCTION units. 
To put it ina nutshell, they cost 
less, becouse they last so long 
without attention. 


@FINE GEARED MOTORS Si 
@7URNTABLES: 30 to 1000 Ib. loads 


MERKLE-KORFF GEAR CO. 


oon - 




















211 N. MORGAN. ST CHICAGO. ILL. 


NEW FALL, WINTER, CHRISTMAS 
VELVELUR 


Backgrounds, Panels, Ledge Trims, Post Trims, 
Flooring 


Styled by THE ACE PAPER co. 
New York City 


COMPLETE LINE OF COLORS AND UNITS 
IN STOCK FOR IMMEDIATE DELIVERY 


GARRISON-WAGNER COMPANY 


“Distributors” 
1629 LOCUST ST. ST. LOUIS, MO. 
Visit Our New Chicago Showroom 
326 West Adams St., Chicago, IIl. 























PLEASE MENTION DISPLAY WORLD 


WHEN WRITING ADVERTISERS 
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OPPORTUNITY EXCHANGE 











ST. LOUIS 


Nationally advertised ladies’ dress manu- 
facturer is interested in obtaining spare 
time service of young man who can 
prepare suggested windows and their con- 
struction to be sent to retailers through- 
out the country. 


Address “S. M.”’ 


Care DISPLAY WORLD 





XMAS DISPLAY MATERIAL 
SACRIFICED! 


7 Adler-Jones Visca Branch Displayers. Cost 
$32 each; will sell for $15 each. 

5 Gross 7” Red Cellophane Bells. Will sell for 
$10 per gross. 

5 Gross 4’ Red Metallic Leaf Sprays. Cost $98.50 
per gross; will sell for $45 per gross. 

960 Yds. White Cotton Rope, 4%” diam. Will sell 
for 2c per yd. 

600 Yds. White Cotton Rope, 4” diam. Will sell 
for le per yd. 

Samples of any of this material will be mailed 

on request. 

Address E. W. QUINTRELL, Disp. Mgr. 

The Elder & Johnston Co., Dayton, Ohio 


TERRITORIES OPEN 
Fall and Christmas Displays 


' 


Three dimensional displays in processed 


fiber pulp, machine moulded, inexpensive, 
popular price displays, about 100 numbers. 
Need live wires to call on stores, chains, 
etc. Surprisingly generous commissions. 
Correspondence invited. Mention territory 
covered, lines carried, class of accounts 
selling, etc. Replies confidential. 


Address “C, I.” 
Care DISPLAY WORLD 














Excellent Opportunity 


Chicago and New York territories offer 
two men with promotional and sales abil- 
ity in all phases of window display. 
Contacting jobbers, chain and department 
stores. In replying, please state present 
connection. Wonderful opportunity for 
men with real initiative and ability. 


Address H. F. Harter 


Marquardt & Co., Inc. 


75 Spring Street New York City 


Popular Xmas Specialties 
For Sale Cheap! 


1 Stensgaard — Santa Entering Chimney 
Mechanical Book; used only three 
weeks. Cost $87.10. Will sell for $40. 

2 Mechanical Deer Heads. Cost $65 ea. 
Will sell for $30 ea. 


Address E. W. Quintrell 
Display Manager 


THE ELDER & JOHNSTON CO. 
Dayton, Ohio 


Wanted to Buy! Exterior 
Christmas Marquee Display 


Please send photograph and complete de- 
tails, including price. All photographs 
will be returned to senders. New or used. 


A. I. Schelm, Display Manager 


Willson-Chase Company 
St. Petersburg, Fla. 














GARMENT FORMS 


Made by new machine moulding process 
in fiber, light weight, non-breakable, pop- 
ular prices—probably lower than anything 
ever produced. Should lead to big vol- 
ume sales—generous commissions. Need 
experienced representatives to call on 
stores, chains, etc. Write lines carried— 
territory covered and class of accounts 
sold. Replies confidential. 


Address “P. C.”’ 


Care DISPLAY WORLD 





SALESMEN & JOBBERS 
WANTED 


By leading manufacturers of high-grade 
mannequins. We have a complete line 
of Childrens, Juniors and Misses man- 
nequins, manufactured in Papier Mache 
or special composition. For information 
regarding territories open 


Address “B. A.” 
Care DISPLAY WORLD 
175 Fifth Avenue New York City 





HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 


clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The ‘Chicago Display 


School.”’ Write for information. 


WILL H. BATES, Box 101, Ellsworth, Il. 








POSITION WANTED by experienced display 
man, 15 years with the larger outstanding dept 
stores. A producer of attention-attracting, mod 
ern business-compelling displays. A reliable 
man, who handles merchandies in a neat, care 
ful, efficient manner. Contact me by writing 


“BOx 8. H.” 
Care DISPLAY WORLD 














FOR SALE—Printasign Machine—Cost 
$350 three vears ago. Used very little. 
Offered at % price for quick sale. For 
full particulars, write A. J. Stein, Adver- 
tising and Display Manager, KERRI- 
SON’S DEPT. STORE, Charleston, S. C. 





CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Ill. 


FOR SALE OR TRADE 
Snow machines, mechanical Christmas 
display, good condition, must give up 
storage space. For further information, 
Address DAN HANSEN 
Care CLARKE & CO., Peoria, Illinois 














ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common. school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266B Chicago 


CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo- 
tion and Advertising Layouts. Moderate tuition. 
Free Placement Bureau. Request Booklet “DW.” 
DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 


Position Wanted—lisplayman and card 
writer, thoroughly experienced. Capable 
of managing display department. Married, 
28 vears old, aggressive, creative ability. 


Address “S. A.” 
Care DISPLAY WORLD 














DISPLAYMEN, SAVE $20 
Our popular, practical Correspondence Course in 
the art of making pictorial and scenic window 
backgrounds, cut-outs, dioramas, ete., for a lim 
item time, only $5 to displaymen. Learn more 
to earn more. Save money. Enroll today. 


ENKEBOLL SCHOOL OF ARTS 
Enkeboll Bldg., 27th & Fort Sts., Omaha, Neb. 











COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW9. 


WANTED—Young lady, age about 235, 
experienced in chain. store window dis 
play, particularly sports wear and under 
wear display. Must be creative. Store 
located in’ Florida. Write details to 
“BOX E.yj.;” care DISPLAY WORLD 

















WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 


cash with order. October forms close October 10. 


Only $2.00 per inch, 





USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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Newspapers write about and 
radios shout about shortages 
and priorities Here's a mes- 
sage to settle the fears of 
display men.’ Maharam CAN 
Deliver the Goods!'' Check 


this list and order now. 



















@GENUINE ALUMINUM 

@FOIL PAPERS 

@ QUILTFOILS 

@FOIL BORDERS 
@CHROME MOULDING 
@FOIL MOULDING 
@CHROME BANDINGS 
@METAL-BORD SHEETS 
@CORK MOULDINGS 


a @VELVEFOIL BOARDS 
MAHARAM and many other hard-to-find 
CAN FILL items. 

EVERY . 
DISPLAY Our XMAS FABRIC LINE is 
NEED ready. Contact local jobber 


or Maharam. 






FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


St. Louis 
915 Olive St. 


San Francisco 
830 Market St. 


Los Angeles 
819 Santee St. 


Chicago 
6 E. Lake St. 








States 





THE NATION’S MOST POPULAR 
CORRUGATED DISPLAY PAPERS 





REYTRIM and REYCURV 


3/16” Corrugations 1” Corrugations 
60” Wide 48” Wide 


All Colors in Stock for Immediate Delivery 


GARRISON-WAGNER COMPANY 


DISTRIBUTORS 
1629 Locust Street St. Louis, Mo. 
Chicago Show Room—326 W. Adams—Chicago 








THE BRISCHOGRAPH 


makes you an artist instantly 
for posters—backgrounds 
SEND FOR CIRCULAR 


THE BRISCROGRAPH CoO. 


26 W. WEISHEIMER RD. COLUMBUS, OHIO 
Established 1926 











You’re Bound To Be Stuck—If You Use 
MYTEE BON The Miracle 
= ADHESIVE 
FOR DISSIMILAR MATERIALS 


IRA I. SLOMON 622535 


Specialist 
Thomson Ave. Long Island City, N. Y. 








““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


FLAME-GLO CO. Inc. Willow Ave, & 135 St. 
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has 


Question: Can you tell us what city 


most often played host to the annual con- 
vention of the 
Display Men? 
Answer: Of the forty-two actual conven- 
tions held by the I. A. D. M., sixteen have 
occurred in Chicago. Next New 
York City, St. Louis, and Detroit with four 
Buffalo 
with two each. Cities which have been host 
to the I. A. D. M. 
follows: Indianapolis, Milwaukee, Nashville, 
Niagara Fails, Philadelphia, St. Paul, Cleve- 
land, Toronto, Boston, and Washington. 


International Association of 


-St. Louis. 


comes 


each, tollowed by and Cincinnati 


one time only are as 


The worked 


display idea which he wishes to patent. Can 


Question : writer has out a 
vou tell me who can apply tor a patent and 
where the application 
Long Island City, N. Y 

Answer: A 


anyone who has invented any new and use- 


should be sent: 


patent may be obtained by 


ful machine, device, ete.. or any new and 
useful improvement thereon. But it must 
not have been known or used by others in 
this country before his invention, and not 


patented or described in any printed publica- 
tion in country, 
than two years prior to his application. Full 
can be obtained from the United 
Patent Office, Washington. D.C. 


this or any foreign more 


details 


Question: What kind of finish would you 
going to 


advise for some displayers we are 


Perth Amboy, N. J. 


make up? 


Answer: If you want a painted surtace, 
use any good flat oil paint. Or the dis 
players can be covered with display paper, 
monk's cloth, fabrics of various types, ete 


Question: Will you please give us a list 
of the birthstones and flowers for each 
month 7—Tampa. 

Answer: January garnet, snowdrop9 ot 


carnation. 


February—amethyst, primrose 


March—aquamarine, violet. 
April—diamond, daisy. 
May—emerald, lily of the valley 
June—pearl, rose or honeysuckle. 
July—ruby, water lily or sweet pea 


\ugust sardonyx, poppy ol gladiola 


September — sapphire, morning glory o 

aster, 
October 
November 


December 


opal, dahlia or hop 
topaz, chrysanthemum. 
he lly or 


turquoise, poinsettia 


Clark Wins 

Hose Contest 
First prize of $50 in a hosiery display con- 

Stripe Mills has 

been awarded to Thomas Clark, J. A. Kir- 

Second place 


test sponsored by Roman 


ven Company, Columbus, Ga. 


and $25 went to H. W. Bluttman, Burger- 
Phillips Company, Birmingham, and_ third 
prize was awarded to James Jones Com- 


pany, Germantown, Pa 
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MITTEN DISPLAY LETTERS 


| REDLANDS + CALIFORNIA 





Distributors 


LOR SALES CO. 


460 E. Third Street 
Los Angeles, Calif. 








BENT BOARD 


Designed for modern construction of window 
backgrounds, department treatments, ledge 
units, counter displays and exhibits. Eleven 
styles in 10 and 12 foot lengths. 


Distributed by 
GARRISON-WAGNER COMPANY 


1629 Locust St. St. Louis, Mo. 
Chicago Showroom—326 W. Adams St. 








When planning your Fall and Christmas 
Decorations, Use Natural Greens: 


Smilax ...... an case $4.50 
Magnolia Foliag .case 4.50 
Long Needle Pines . doz. 2.50 
Laurel Roping yard 10 
Southern Grey Moss .10 Ib. 1.50 


PREPARED FOLIAGES 
Your orders will have our personal attention 
and prompt shipment. 
Wire or write 


Caldwell The Woodsman Co. 


EVERGREEN, ALABAMA 




















Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 

() Airpainting Equipment 
Animated Signs 

[) Artificial Flowers 
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Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 

{] Display Forms 

() Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 

() Mouldings 

[] Metal Sheets 

_] Millinery Heads 

() Motion Displays 

[) Motion Mechanisms 
() Natural Foliage 

[) Pageants & Exhibits 
QC) eee pong (Window) 

{}) Papier Mache Specialties 
() Photographic Blowups 
C) Plastics 

() Price Cards—Tickets 
() Price Ticket Holders 
() Sale Banners 

(] Socks—Window 

() Show Cards 

] Show Card Colors 

L) Show Cases 

o Show Case Lighting 
() Signs—Card Holders 
[) Signs—Brass—Bronze 
CL) Signs—Electric 

[)] Sleeve Forms 

[) Stencil Outfits 

[) Stock Posters 

[) Store Designing 

[) Store Fronts 

{) Tackers 

CL) Time Switches 

[] Turntables 

{) Valances 

[) Wall Board 

[] W 


[ igs 
C) Window Lighting 


() Do you wish a copy of their catalogue? 
[) Do you plan to remodel your store soon? 
CL) Do you plan to build a store soon? 
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DISPLAY WORLD 


CINCINNATI, OHIO 
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Firm 
Display Manager 
Street 


City 














DISPLAY WORLD 


SEPTEMBER, 1916 

Irving Schwarez became display manager 
of R. H. Macy & Co., New York City. He 
had formerly been with La Magasin de 
Paris, Budapest; Tietz, of Berlin; La Prin- 
temps, Paris, and Selfridge’s, London. 

Hugh Charlton, of the Macy display de- 
partment, resigned to take a similar posi- 
tion with M. O'Neill Company, Akron. 

A. E. Benjamin was in charge of display 
for the new Oppenheim, Collins & Co. store 
opened in Brooklyn. 

Jerome Koerber rejoined Strawbridge & 
Clothier, Philadelphia, as display manager 
after a short period spent in a personal busi- 
ness venture. 

J. S. Pompan, who had been an assistant 
in the display department of Greenhut’s, 
New York City, became display manager for 
The Boston Store, Wilkes-Barre. 


SEPTEMBER, 1931 


Leo Courtemanche, for many years display 
manager of the Cleland-Simpson Company, 
Scranton, died of a stroke. 

John Cisski, display manager for the Met- 
ropolitan Building Department, Seattle, died 
after a fall from a scaffolding. 

L. Stewart, for a number of years display 
manager for Olds, Wortman & King, Port- 
land, resigned in order to take charge of 
display for Lipman, Wolfe & Co., of the 
same city. He succeeded Fritz von Schmidt. 

J. Roy Edwards joined the Kroger Gro- 
cery & Baking Company, Cincinnati, as head 
of the display division. He was formerly 
in charge of display for Hess & Culbertson, 
St. Louis. 

William Scharninghausen, The Bon 
Marche, Seattle, was elected president of 
the Pacific Coast Association of Display 
Men at the annual convention in Vancouver, 
B. C. Harold Shattock, assistant display 
manager of the Hudson’s Bay Company, 
Vancouver, was elected first vice-president. 
T. J. Elrick, president of the Vancouver 
Display Club, was convention director. 

L. E. Summerton, formerly in charge of 
the show card department of Wm. H. Block 
Company, Indianapolis, became display man- 
ager for the New York Store, Greenfield, 
Indiana. 


Defense Display Sketches 
Available From |. A. D. M. 

A group of ten display sketches, in mime- 
ograph form, especially designed for national 
defense themes, is available on request to 
John L. King, managing director, Inter- 
national Association of Display Men, 402 
Evening-Star building, Washington, D. C. 
The designs are the work of W. Arthur 
Gray, Lansburgh’s, who was appointed to the 
local defense display committee by the 
Merchants & Manufacturers Association, to- 
gether with L. A. Banks, The Hecht Com- 
pany; W. Dick, Jelleff's, and Joe McCann, 
S. Kann Sons Company. 
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Ace Paper Co. 
Adler-Jones Co., The 


Becker Sign Supply Co. 
Bliss Display Corp. 
Bransby & Hewitt, Inc. 
Brischograph Co., The 
Burton Bros. & Co. 
Bulkley, Dunton & Co. 


Caldwell The Woodsman Co. 
Capital Merchandising Co. 
Carrata Co. 
Carstenite Sales 

Chicago Cardboard Co. 

Coy, Disbrow & Co. 


Darling & Co., L. A. 
Detroit Showcase Co. 
Display Equipment Corp. 
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Douglas Fir Plywood Assn. Inside Back Cover 


Durable Displays, Inc. 


Eaton Bros. Corp. 

Excelsior Paper Specialties Co. 
Ferrill & Co., Harve 

Flame-Glo Co., Inc. 


Garrison-Wagner, Inc. 


Greggory, Inc... 


Haida Displays, Inc., Victor 
Hansen Mfg. Co., A. L. 
Helms Chemical Co. 


International Register Co. 


Kaufman Studios, Ellen 
Korrect-Way Display Products 


Maharam Fabric Corp. 
Manhattan Wood Letter Co. 
Marquardt & Co. 
Merkle-Korff Gear Co. 
Mileo, P. C. 

Miller Cereal Mills 

Mitten Display Letters Co. 
Moister & Co., M. 
Monsanto Chemical Co. 


Nalco, Inc. : 
Opportunity Exchange 


Paasche Airbrush Co. 
Pennoyer, A. S. 
Plasti-Lite Display Co. 
Promotion Displays, Inc. 


Redikut Letter Co. 
Reflector Hdwe. Corp. 
Reyburn Mfg. Co. 
Rohm & Haas 


Semsch Display Service 

Service Bureau 

Sherman Paper Products Co. 

Shoe Form Co., Inc. 

Slomon, Ira R. 

Speedway Mfg. Co. 

Stensgaard & Associates, Inc., W. L. 
Sun Filter Shade Co. 


Thayer & Chandler 
Timbertone Decorative Co. 
Traphagen School 
Transparent Shade Co. 


U. S. Plywood Co., Inc. 
Vazah, Inc. 


Williams, Inc., Jas. B. 
Weiss & Klau.. 
Wold Air Brush Mfg. Co. 


Zeppen-Field Studios, W. M. 
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A NEW BOOK YOU WILL WANT TO 
READ AND KEEP! 
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@ The display men of the nation re- 
quested thousands of copies of our first 
book, “How your store can use Doug- 
las Fir Plywood.” To supplement this 
popular piece of display literature, we 
have just published “Display Signs 
with Douglas Fir Plywood.” Write 
now for your copy of this 16-page, 
2-color book. It’s free, of course. 


Study the scores of sign ideas offered 
in this book. See how many ways 
Douglas Fir Plywood can help achieve 
unique effects or save you time and 
work. For this ‘“‘wood and glue sand- 
wich” is your most versatile material. 





GEORGIAN 
ROOM 


No cover 





There is a grade or type for every job 
you have to do. The moisture-resistant 
type is ideal for all work to be used 
indoors. The Plywall and Plypanel 


@ Permanent or semi-permanent dis- 
plays like this, when built of Doug- 
las Fir Plywood, stand a lot of wear 
and tear without looking dog-eared. 


@ Always use Exterior-type ply- 
wood for all permanent outdoor 
construction. Then you are sure that 
your work will give lasting satisfac- 
tion. The entire exterior of this 
smart, streamlined restaurant is 
water-proof Douglas Fir Plywood. 










SPECIFY DOUGLAS FIR PLYWOOD 
BY THESE "GRADE TRADE-MARKS” 


PLNPANEL DF PA. 


GENUINE 
PLY WALL 
am Douglas Fir Plywood 
WALLBOARD 
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Written by A. E. HURST 


Mr. Hurst is an outstanding authority in the display 
field. He is the author of three nationally known 
display books and has filled extremely responsible 
positions in publishing firms, display services and 
associations. Mr. Hurst is also the author of the 
book, “How your store can use Douglas Fir Ply- 
which was published last year by the Doug- 
las Fir Plywood Association. 


SEND FOR YOUR 
FREE COPY TODAY! 


grades are the two you will use most 
frequently. For all permanent outdoor 
construction, be sure to use the water- 
proof Exterior type. You can positively 
identify every genuine Exterior panel 
by the EXT-DFPA “grade trade-mark” 
stamped on the edge of the panel. 
Only this Exterior type is guaranteed 
by the manufacturer against ply sep- 
aration due to moisture or any weath- 
ering condition. 


So... (1) send now for our new Ply- 
wood sign book. (2) Read it. (3) 
Then put in a stock of Douglas Fir 
Plywood in various grades, thicknesses 
and sizes so that you can produce far 
more effective signs and displays than 
ever before. Write Douglas Fir Ply- 
wood Association, Tacoma Building, 
Tacoma, Washington, today. 
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New process opens 
new possibilities to 


VUEPAK 


Vuepak has long been known 
to display men for its versatility 
... but here’s news that opens 
up exciting new possibilities for 
dramatic effects with Vuepak 
—and producing them on a 
mass production basis! 

By a new process developed 
by W. P. York, Inc., this highly 
effective, illuminated beer dis- 
play was first printed in seven 
colors on flat sheets of Vuepak, 
then drawn into this intricate 
shape on a hydraulic press. 

Secrets of the new process 
dies are kept at a constant tem- 
perature by circulating hot oil 
... Special inks are not affected 
by expansion of the sheets or 
the heat necessary for drawing. 

The result: an illuminated, 
translucent display... printed 

. Shaped with 


in lifelike color... 
the facility of a molded plastic 


produced with mass produc 


tion economies! 
For more ideas on how clear 
rigid Vuepak can add show- 
manship to scores of different 
types of displays and for the 
names of competent fabricators, 
inquire: MONSANTO CHEMICAL 


ComPANY, Plastics Division 


Springfield, Mass. District Offices 
New York, Chicago, Boston, Detroit, 
Charlotte, Birmingham, Los Angeles, 


San Francisco, Montreal 


MONSANTO PLASTICS 
Which Serves Mankind 





Serving Industry. 


OTA PAK 


TRANSPARENT AN MATERIAL 
TRADE mage 





